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Directors of | 
MAB, MPA Okay 
Merger Jan.1 


New York, July 11—The long- 
heralded merger of the Magazine 
Advertising Bureau with the Mag-| 


azine Publishers Assn. will take 
effect next Jan. 1, it was an- 
nounced today. The move had 


been okayed unanimously Tues-| 
day by the MAB’s board of di- | 
rectors and yesterday by the MPA 
board. 

Included in the merger will be 
Publishers Information Bureau. 
Integration of the Periodical Pub- 
lishers Assn. has still to be worked 
out because of tax and other prob- 
lems. PPA is not tax-exempt; 
the other groups are. 

Top officers of the MAB, PIB 
and PPA are William B. Carr of 
the McCall Corp., who serves as 
chairman, and Frank Braucher, 
president. W. H. Mullen is secre- 
tary of the MAB and PIB. 


® Whether Mr. Braucher and Mr. 
Mullen will continue as operative 
heads of the MAB after next Jan. 
1 has not been determined. Mr. 
Carr said the time between now 
and the effective date of the merg- 
er “will be an experimental pe- 
riod; how MAB will run after 


that we don’t know.” He added 
that “we have to complete the 
merger before getting to who will 
operate the MAB.” 

The combined advertising sales 
and promotion activities of the 
Magazine Publishers Assn., han- 

(Continued on Page 73) | 


Diversification Attempt Ends? ... 


For Northwest Folks Only! Not 2 National Contest! 
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Jergens Co. Narrows 
Search for Agency 


go NT TIME TOU gy 


New York, July 12—Andrew 
Jergens Co. has narrowed the 
field in its search for a new agency 
to handle 
down to “about a handful.” 

William Hausberg, vp in charge 
of advertising, declined to name 
any of the agencies other than to 
say they were distributed between 
New York and Chicago and all 
billed more than $10,000,000. 
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PRIZES EVERY WEN! $8 PRES 6 AL 
FURST | 5 Secoad PRIZES | 5 Third 


PRIZE | - . PRIS He said that he and J. D. Nelson 
een | —s Jr. hope to have their decision 
venweneane > sa ae 


within two weeks. Mr. Hausberg 
hoped the account would move 
from Robert W. Orr & Associates to 
its new agency intact, but he did 


REAL SUGAR—July 17 is the kickoff date for a new contest, offering 
trips to Hawaii, by California & Hawaiian Sugar Refining Co., San 
Francisco. This introductory two-color newspaper spread will be 
supplemented by b&w ads during the five weeks of the contest, 
which is limited to the Northwest. 


not rule out the possibility that it 
might be split. 


® Queried as to whether Stockton, 
West, Burkhart—which already 
handles Jergens facial cleanser and 


Honig-Cooper Co. is the agency. | new products—had been consid- 


Mail Users Advised Not to Panic over New 
Sort-It-Yourself Plan for 2nd, 3rd Class 


WasHINGTON, July 11—Mailers| 
were advised by a postal official 
today to “wait and see what hap- 
pens” before becoming panicky 
about a new regulation which} 
would require second and third} 
class users to pre-sort their mail| 
by local delivery zone. 

The advice was offered by E. A. 
Riley, director of the newly organ- 
ized division of postal services in 
the department’s bureau of opera- 
tions, to a group of third class 
mailers who had requested an op- 
portunity to outline the problems 


Anderson, Clayton 


for Foods ‘to Effect Lower Prices’ 


Marketing Staff Cut, 
but Company’s Still in 
Consumer Field, It Says 


DaALLas, July 12—The foods di- 
vision of Anderson, Clayton & Co., | 
which started its invasion of the| 
highly competitive consumer pack- 
aged goods field just over one 
year ago, has slashed advertising 
expenditures and its marketing 
staff to meet competition. 

Despite denials from Anderson, 
Clayton officials, there were strong | 
indications that the company might 
abandon the consumer end of its 
business entirely. 

Although the full story was not 
told because of the reluctance of | 
company officials to discuss the 
matter, ADVERTISING AcE did learn 
that drastic cutbacks have been 
made and that, in addition, at least 
two of the company’s four adver- 
tising agencies have resigned or 
been fired. 


s “We are giving less emphasis 
to advertising brands of consum- 
er products and greater emphasis 
to industrial products,” Claude T. 
Fuqua Jr., division president, told 
AA. 


|}sumer goods business and have 


|that Mr. Kauffman had resigned 


Reduces Ad Effort 


“However, I want to make it 
clear that we are still in the con- 


every intention of staying there,” 
he said. 

The reason for the decision, 
which was made about two weeks 
ago, Mr. Fuqua said, was to “price 


our consumer products more com- 
petitively by decreasing adver- 
tising expenditures.” 

This also had a bearing on trim- | 
ming the marketing staff, he said. 
He added that prices in Ander- 


| 


son, Clayton’s food lines already | K&E Closes In Philadelphia; Will Serve RCA in N. Y. 


ave been lowered, but he de- | 
clined to name specific products 
or prices. 


se Mr. Fuqua flatly refused to 
comment on reports that the exec 
vp, marketing director and five of 
seven brand managers in the foods 
division had resigned or been 
fired, except in the case of J. P. 
Kauffman, exec vp. He confirmed 


and will soon join Colgate-Palm- | 
olive Co. “We have reduced the| 
size of our marketing organiza-| 
tion,” Mr. Fuqua said. 


One source told AA that some | agency will succeed Harry B. Cohen Advertising Co. (AA, July 1) on|ing marketing 
Glim liquid detergent, Am-O powdered ammonia and other products. 
(Additional News Flashes on Page 73) 


members of the company’s mar-| 
(Continued on Page 8) | 


ered, Mr. Hausberg said it had not 
(Continued on Page 72) 


Eschew Caution, 
Seek Excitement, 
Brower Advises 


that would be incurred if the com- 
pulsory mailing rule goes into ef- 
fect on Oct. 1, as presently sched- 
uled. 

The group included several me- 
dium-size and small mailers, as 
well as representatives of such or- 
ganizations as Associated Third 
Class Mail Users, Direct Mail Ad- 
vertising Assn., National Assn. of | 
Direct Sellers and Magazine Pub- 
lishers Assn. 


Brower, exec vp and general man- 
ager of Batten, Barton, Durstine & 
Osborn, came to town today and 
held a press conference. 

In the course of the conference, 
|he answered many questions. Here 
are some of his more interesting 
| answers: 


® Today’s meeting was the first of- 
ficial action of Mr. Riley in his new 
capacity. Under a reorganization 
plan, which has just become effec- 
tive, the division of postal services ; ; 
is visualized, in part, as a customer © He thinks pay tv will fall = 
relations operation to work with | its face, but that it should be — 
postal patrons in bringing about | ‘ts chance. And, that pay tv will 
improvements in service. affect theaters more than tv be- 
While a major emphasis of the |“@™S¢ people will only pay their 
new operation will be customer re- | quarters for special events. 
lations, the division of postal serv-|e Mr. Brower said people have 
ices also will absorb responsibility plenty of money but they are so 
for interpreting postal rules and much in hock there is a credit de- 
(Continued on Page 73) (Continued on Page 8) 


Last Minute News Flashes 


Strauss Moves to Doherty, Clifford from Ciba 


New York, July 12—Dr. William T. Strauss, formerly with Ciba | 
| Pharmaceutical Products Inc., has joined Doherty, Clifford, Steers & 


Shenfield as vp and director of the professional drug division. Dr. 
Strauss previously was medical director of Chilcott Laboratories and 
assistant medical director of Hoffman-La Roche Co. 


PHILADELPHIA, July 12—Kenyon & Eckhardt, which opened up an of- 
fice here when it first got the RCA Victor home instruments account 
in 1954, will shut down its local office Aug. 1. The RCA Victor portion 
of the account will be handled in the agency’s New York office. Many 
who had been working on the account out here have been transferred 
to New York. Reason tor closing the office, K&E said, is “to more ef- 
ficiently service clients” and to get “better integration of national ad 
and sales promotion activities.” 


Ward Parker Leaves Babbitt to Join ]WT 


New York, July 12—Ward F. Parker has resigned as vp and director 


| of marketing of B. T. Babbitt Inc. and will join J. Walter Thompson 


Co. July 29. In his new position he will coordinate the merchandising 
and marketing activities of the agency. Prior to joining Babbitt in 1953 
Mr. Parker was was with Standard Brands for 21 years. Babbitt also 
announced this week that it expects to determine by July 15 which 


the $4,000,000 account| 


Los ANGELEs, July 9-_Charlie| 


Vision Inc. Buys 
to‘About aHandful’ ‘Printers’ Ink’ in 


} 


Surprise Move 


| New York, July 11—The sale of 
Printers’ Ink to Vision Inc. was 
announced today by William E. 
Barlow, president of Vision Inc., 
and Richard W. Lawrence Jr., 

|president and principal owner of 

| Printers’ Ink Publishing Co. 

| Vision Inc., formed in 1949 to 
publish Vision, a twice-monthly 
Spanish-language news magazine, 
acquired the 69-year-old business 
weekly with cash and an exchange 

| 


‘PI’ Recovers Cover as 
48-Year Ayer Tenure Ends 
| New York, July 11-—Printers’ 
Ink has initiated negotiations with 
|N. W. Ayer & Son for cancelation 
|of the agency’s Page 1 advertising 
schedule. 

Ayer is currently in the middle 
|of a five-year contract for the 
|space, but an agency spokesman 
|said today, “We won’t wave the 
|contract in their face if they want 
|to recapture their front page.” 
The Ayer ad has been on Page 1 
|of Printers’ Ink since 1909. 
| 


,of stock. The final papers were 
| signed yesterday. 

Mr. Barlow declined today at a 
press conference to reveal details 
|of the financial arrangements. 

He did say that Printers’ Ink 
Publishing Co. will be operated as 
ja subsidiary of Vision Inc. Mr. 
| Barlow will be president of Print- 
ers’ Ink and Mr. Lawrence will be 
chairman of the board. Mr. Law- 
|rence will also join the board of 
Vision Inc. 


® Mr. Barlow’ reported that 
Printers’ Ink had a gross adver- 
|tising revenue of $1,600,000 in 
1956. He conceded that advertis- 
ing has “been dropping recently,” 
| but he said the magazine “has 
always made a profit.” 
| Gross revenue of Printers’ Ink 
| Publishing, including its book divi- 
| sion, was put at a “little over $2,- 
, 000,000 a year.” Vision Inc. cur- 
rently has a volume of $5,000,000. 

| The Vision Inc. president said 
(Continued on Page 69) 


Ryerson Moves 
to Buchen Agency 


| CuHicaco, July 12—Joseph T. 
| Ryerson & Son, Chicago, steel dis- 
tributor, has moved its account, 
estimated at about $430,000, from 
|Calkins & Holden, Chicago, to 
| Buchen Co. effective Oct. 1. 

C&H gained the Ryerson account 
Jan. 1, 1945, from Aubrey, Moore & 
Wallace (now Aubrey, Finlay, 
Marley & Hodgson). Ryerson is a 
| subsidiary of Inland Steel Co, 
Factors involved in the decision 
jto shift to Buchen, according to 
Ryerson’s ad manager, L. M. Ben- 
| nett, were the company’s expand- 
i and advertising 
|needs and the need for an agency 
| (Continued on Page 72) 
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Stamp Companies Join in Institute, | 


Map Battle Against Legislative Foes 


‘57's Barrage of Bills 
in States Created Some 
‘Damage,’ Much Chaos 


ATLANTIC City, July 10—The 
nation’s trading stamp companies, 
who have fought singly the past 
few years against anti-stamp 
taxes and legislation, this week 
teamed up in a new Trading 
Stamp Institute and laid plans 
to counterattack collectively with 
both public relations and adver- 
tising. 

The institute held its first for- 
mal conclave here Monday, yes- 
terday and today in conjunction 
with the 27th exhibition of the 
National Housewares Manufac- 
turers Assn. now meeting here. 

During the three-day institute 
get-together, officers were eleeted 
and organizational plans formu- 
lated. Although the group was es- 
tablished in April (AA, May 13), 
representatives of the approxi- 
mately 100 member companies did 
not convene until this week. Wil- 
liam H. Preis, of the Triple S 
Stamp Co., East Patterson, N.J., 
has been provisional president. 


® Institute members were told 
there is no reason for alarm over 
daily reports of retailers dropping 
stamp plans. The stamp field ap- 
pears to be entering a “weeding- 


Harry W. Chesley Jr. 


Chesley Is New 
D‘Arcy President 


Sr. Louis, July 9—Harry W. 
Chesley Jr., formerly exec vp of 
D’Arcy Advertising Co., today was 
elected president of the agency, 
succeeding Percy J. Orthwein, who} 
died of cancer a week ago at the 
age of 68 (AA, July 8). 

Mr. Chesley joined D’Arcy at the| 
start of 1956 from Philip Morris & 
Co., where he had been vp in 
charge of marketing. He came into| 
D’Arcy as exec vp and a director.| 
Before holding the Philip Morris 
post, he had been vp and national 
sales manager of Pepsi-Cola Co. 

Robert M. Ganger, board chair-}| 
man, now will also serve as chair-| 
man of the agency’s executive| 
committee. | 

Five vps were also named by 
D’Arcy. They are Pettersen B. 
Marzoni, director of research; 
William Raidt, account supervisor, 
New York; David W. Lockwood, 
creative director, Chicago; Peter} 
Cavallo, radio-tv director, Chicago, | 
and James A. McPhail, copy di- 
rector, Chicago. = 


‘New Yorker’ Boosts Price 

The New Yorker has increased | 
its cover price from 20¢ to 25¢| 
with the July 13 issue. The maga-| 
zine said the change was necessary | 
“because the cost of everything | 
that goes into the production and| 
distribution of a magazine has 
greatly increased.” 


,out” process, which will result in 


“the survival of the fittest,” they 
advised. 

Mr. Preis said that between 
40,000,000 and 50,000,000 families 
are now saving trading stamps 
and that several hundred million 
dollars in merchandise is being 
used in the trading stamp busi- 
ness. 

Larger stamp companies are ex- 
periencing an increase and are 
flourishing, already pointing the 
way toward the weeding-out 
process, he said. 


s During the three-day conclave, 
institute members met with some 
250 trade people, representing al- 
most 100 major housewares man- 
ufacturing companies. Mr. Preis 
addressed this meeting and said 
the institute plans to set up a 
code of ethics and trade practices 
for stamp companies to follow. 
He explained that the aims of 
(Continued in Page 74) 


Consumer Will Be 
Represented in New 
British Ad Group 


Lonpon, July 9—Consumers are 
to be represented on a British ad- 
vertising body for the first time 
under a scheme engineered by the 
Advertising Assn. 

Sir Frederick Hooper, managing 
director of Schweppes Ltd., is 
chairman of the new committee 
which will investigate attacks on 
advertising and publicly contradict 
unfounded charges. 

The new standing committee of 
the Advertising Assn. is designed 
to bring consumer and advertising 
interests into closer contact. 

It also will insure that the con- 


}|sumer’s viewpoint is presented to 


all engaged in advertising, thus en- 
abling advertising to be more ef- 
ficient. And it will help admen 
attain the highest standards of ad- 
vertising, said Sir Frederick. 

He added that the association re- 
gards the new committee as “a 
most important step forward.” It 
is,,he said, “the first time that any 
organized body in British adver- 
tising has brought the consumer 
view right into its own councils.” + 
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WILL SHE BE FENCED In 
WHEN SHE Grows UP? 
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APPEAL—This newspaper ad, in the 

British Conservative party’s new 

campaign, appeared in the Sunday 
Graphic, July 7. 


B | istic” and is charged with interfer- 


new 
“invention” 
Sets children to 
drink more milk 


& just dip\and sip! 
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Mt. Vernon, N.Y., July 9-— 
Flav-R Straws Inc., which for the | 
past 15 months has relied on spot 
tv and radio to introduce its fla- 
vored sippers, this month will 
launch its first print campaign. 

The new campaign is aimed at 
parents, and the opening spread, in 
the July 29 Life, pictures two 
youngsters sipping from glasses of 
milk through Flav-R Straws. 

“New ‘invention’ gets children to 


L.A. Police Chief, 
Aide Sue AB-PT, 
Ayer, Philip Morris 


Los ANGELEs, July 10—Los An- 
geles’ Police Chief William H. 
Parker, has filed a suit for $2,000,- 
000 in superior court here, charg- 
ing libel and slander on the May 
19 Mike Wallace program on ABC- 
TV, which featured an interview 
with ex-gangster Mickey Cohen. 
A similar suit for $1,000,000 was 
tiled by Police Captain James E. 
Hamilton. 

Chief Parker asked for $1,000,- 
000 in actual damages and $1,000- 
000 in punitive damages. Capt. 
Hamilton asks half these amounts. 

Named in the complaint were 
American Broadcasting-Paramount 
Theatres Inc., Philip Morris Inc., 
N. W. Ayer & Son and Messrs. 
Wallace and Cohen. The suit 
alleges that the live broadcast 
from New York and the kinescope 
rebroadcast to the West Coast con- 
tained “slanderous, libelous, false 
and defamatory statements” about 
Chief Parker, who said he had de- 
manded the network and sponsor 
retract statements made. He said 
they did not do so. In the transcript 
of the program filed with the com- 
plaint, Chief Parker is called “sad- 


jing with Mr. Cohen’s present 
business. Capt. Hamilton, head of 
ithe police intelligence unit, is 
called head of the “stupidity 
| squad.” + 


Air Cigaret Lighter Bows 

Littco Enterprises, Philadelphia, 
will use trade publications to in- 
troduce a cigaret lighter, the Litt- 
co Air Lighter, which uses no 
wick, flint or wheels. A catalytic 
reaction when air combines with 
the special Littco lighter fluid 
through the medium of a platinum 
catalyst creates the flame. Littco 
will launch a cooperative news- 
|}paper ad campaign in the fall. 
Solis S. Cantor Advertising Agen- 
cy, Philadelphia, is the agency. 


Conant Joins Fieldcrest 

Roger Conant, formerly with 
Ely Walker & Co., a division of 
Burlington Mills, has been ap- 
pointed director of product devel- 
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PRINT DEBUT—Flav-R Straws Inc. will run this color spread in Life, 
July 29, to kick off its first print campaign, 


Flav-R Straws’ Inaugural Print Push Tells 
How Product Gets Kids to Drink More Milk 


drink more milk. Just dip and sip,” 
the headline reads. 

Copy points out that the “flavor’s 
built inside the magic straw” and 
that it adds no sugar to milk but 
gives it a “strawberry, chocolate or 
delicate new coffee flavor young- 
sters love.” Ease of preparation al- 
so is stressed (“no mess, no mix- 
ing”), plus the fact that the straws 
bend to any angle (“no more 
tipped glasses or spilled milk”). 

Subsequent ads will be color 
pages in Life in August and Sep- 
tember, plus b&w pages in August 
Parents’ Magazine and September 
Good Housekeeping. 

Ruthrauff & Ryan, New York, is 
the agency. # 


® Heretofore the company has 
used spots on children’s tv pro- 
grams in 180-190 markets, supple- 


towards parents in some markets. 
This summer the company will 
limit its radio and tv to a few key 
markets, but the full schedule will 
be resumed this fall. 


mented by radio spots directed! 


Advertising Age, July 15, 1957 


‘Mason Is Named 
'JWT’s Roving VP 


in Western Europe 


New York, July 10—Thomas G. 

Mason, vp, J. Walter Thompson 
|Co., leaves for Europe at the end 
,of this month on a permanent ex- 
ecutive assignment. 
Mr. Mason will make his head- 
|quarters in Frankfurt, but his re- 
sponsibilities also will take him to 
Thompson offices in Antwerp, 
Paris and Milan. The largest of 
these offices is the German one, 
with an employe force of 150. 

The rapid growth of European 
markets is the reason for his over- 
seas assignment, Mr. Mason told 
ADVERTISING AGE today. He noted 
that the French yesterday ap- 
proved plans for a common Euro- 
pean market, and he pointed out 
that the standard of living in Eu- 
rope is expected to grow faster 
than that of the U.S. in the next 
20 years. 

“If we don’t all blow ourselves 
to bits,” he said, “the future looks 
very bright.” 

Thompson’s office in Frankfurt 
already has recorded spectacular 
gains, following the German eco- 
nomic comeback. In the past three 
years it has tripled in size. 


# One of Mr. Mason’s jobs will 
be to work on the Kraft Foods ac- 
count, to which he is no stranger. 
Kraft is one of the agency’s major 
accounts in Germany. Johnson's 
Wax is another important German 
client, as is Ford. 

Going abroad for Thompson is 
not new to Mr. Mason. A native of 
Great Britain—though by citizen- 
ship a Canadian—Mr. Mason start- 
ed in JWT’s Toronto office in 1941. 
He left there in 1948 to go to India, 
where he was manager of the agen- 
'cy’s Calcutta office until 1951. He 
then worked in Chicago for four 
years on the Kraft account. He 
|joined the international department 
|in New York two years ago, work- 
|ing on the Pan-American Airways 
jaccount. # 


‘Too Little, Too Late, Too Irrelevant’ ... 


Zenith Head, Other 
Proponents Give FCC’s 
Test Plan Cool Reception 


WASHINGTON, July 10—As the 
deadline arrived this week for 
comments on proposals for a large 
scale public test of toll tv, neither 
friend nor foe of the box office 
system offered the Federal Com- 
munications Commission much en- 
couragement. 

Sponsors argued that tests would 
only delay a final decision, but if 
tests are held they should be on a 
large scale and over a long period. 

Opponents generally used the 
occasion to renew their contention 
that FCC ought to pigeonhole the 
whole idea pending direct instruc- 
tion from Congress. 


e E. F. McDonald Jr., president of 
Zenith Radio Corp., said his com- 
pany preferred outright rejection 
of toll tv to tests which would lead 
to endless further hearings and 
proceedings. He expressed fear 
that further delay at FCC would 
lead to the development of wired 
tv systems in major cities “pre- 
empting the field” and “reducing 
broadcasting to a third rate serv- 
ice.” 


e International Telemeter Corp. 
took the position that it is too busy 
preparing for the test of wired tv 


lopment of Fieldcrest Mills, New 
| York. 


in Bartlesville, Okla., to feel much 
|interest in the project. Telemeter 


Better Drop Toll TV Than Prolong 
‘Endless Hearings, 


‘ Says McDonald 


said the Bartlesville test eliminates 
the need for further experimenta- 
tion, since it will provide the same 
type of information that would re- 
sult from on-the-air tests. 


e Skiatron said it is skeptical of 
the value of any test unless it is 
on a sufficiently large scale so that 
it “can be directed to the economic 
ability of the system to reach the 
masses.” 


A test involving Portland and 
Seattle combined, it pointed out, 
could not provide sufficient sup- 
port to make available such fea- 
tures as “The King & I” or “The 
Ten Commandments.” It said test 
areas would have to include sever- 
al of the top markets and a mini- 
mum of 200,000 sets in each. Skia- 
tron specified the test should be 
for a minimum of five years, and 
preferably ten. 


® More than a score of individual 
tv stations registered their opposi- 
tion, generally arguing that even 
a test of toll-tv would interfere 
with the orderly growth of com- 
mercial television. 

Many of the statements submit- 
ted by stations echoed the position 
taken by the National Assn. of 
Radio & Television Broadcasters, 
which called on FCC to reverse 
itself and turn the problem over 
to Congress. 

NARTB argued the public has a 
property right in the present free 

(Continued on Page 75) 
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Advertising Age, July 15, 1957 


F&S&R's Office 
in Pittsburgh to 
Handle 5 Accoun 


PirtrsspurGH, July 12—Fuller & 
Smith & Ross opened a Pittsburgh 
office yesterday at 211 Oliver Ave. 
with a press reception. A special 
reception for clients will be held 
July 16. 

The agency’s newest office was 
opened to give on-the-spot service 
to five Pittsburgh area accounts 
formerly serviced out of the Cleve- 
land office. 

These accounts are Alcoa and in- 
dustrial portions of Westinghouse, 
plus Mellon National Bank & Trust 
Co., the Eljer division of Murray 
Corp. of America, and West Penn 
Power Co. These accounts repre- 
sent approximately $10,000,000 in 
billings. 

The Pittsburgh office will have 
a staff of 90, headed by John Mc- 
Kinven, vp, from the Cleveland 
office. 

Also from the Cleveland office 
are Albert O. Jenkins, art director; 
Frederick G. Gasker, production 
manager; Thomas G. Slater, vp in 
charge of radio & tv; Hugh Red- 
head, vp in charge of the Alcoa 
account; Kenneth Ede, vp in charge 
of the Mellon, Eljer and West Penn 
accounts. 

From the New York office the 
Pittsburgh operation acquires Har- 
ry Deines, vp in charge of the 
Westinghouse group (general prod- 
ucts, apparatus and defense prod- 
ucts). 


@ The agency has three other of- 
fices besides New York, Cleveland 
and Pittsburgh—Chicago, San 
Francisco and London. + 


JERE PATTERSON, promotion manager 
for the international editions of 
Life, moves to Erwin, Wasey & Co. 
July 15 as exec vp in charge of the 
New York office, a new post. He 
previously was foreign sales direc- 
tor of Parker Pen Co, and assistant 
to the president of Foote, Cone & 
Belding International. He will be 
succeeded at Life by his assistant, 
Martin R. Kaiden. 


Judge Grants 4-Month Stay on 
IBC Dissolution Order 

Gillette Co., Miles Labs and 
Mennen Co. don’t have to worry 
about where their tv prize fights 


are coming from—for the next four | 


months at least. Federal Judge 
Sylvester J. Ryan has granted a 
stay of four months on his dissolu- 
tion order for the International 
Boxing Club of New York and IIli- 
nois. The IBC promotes both of 
network tv’s regular fight series. 
The judge announced last week 


\Give Us a Break, | 


Say Citrus Men to 
Coffee-Conned Cops 


LAKELAND, F.a., July 10—The | 
Florida Citrus Commission decided | 
today that state highway patrol-| 
| men who recently distributed | 
“safety” bumper strips advocating | 
a stop for a coffee break could | 
have used their time and effort for 
a much better purpose—to distrib- 
ute bumper strips urging an orange 
juice break. 

The bumper strips, supplied by 
the coffee industry, were put on 
cars by state patrolmen just prior 
to the Fourth of July, R. V. Phil-| 
lips, a prominent citrus packer, 
told the commission. He added that 
the coffee people undoubtedly 
“sold a bill of goods to the state 
highway patrol, and we as taxpay- 
ers are paying to put this coffee 
advertising on cars.” 

Printed on the bumper strips in 
large letters is: “Stop for a coffee 
break.”’ In much smaller letters is 
the safety message: “For safety’s 
sake—slow down and live.” 


® The commission delegated Mr. 
Phillips and a commission repre- 
sentative to go to Tallahassee and 
talk with the director of the Florida 
highway patrol about changing the 
safety slogans from a coffee theme 
to an orange juice theme next time 
they are used. + 


‘Best-Kept Secret’... 
Promotion Set 


to Break for 
New Kent Filter 


New York, July 10—In what is 
claimed to be the “most secret 
large-scale production and market- 
ing operation of its kind ever un- 
dertaken,”’ P. Lorillard Co. yester- 
day announced a new filter on its 
Kent cigarets. 

The company says the new fil- 
ter gives “greater filtration, sig- 
nificantly less tar and nicotine in 
the filtered smoke than any other 
|major brand on the market, filter 
or non-filter.” 

National distribution of the 
brand with the new filter has been 
|completed, Lewis Gruber, Lorillard 
| president said. “In the entire oper- 
ation,” he added, “only a few key 
men knew what the project was 
all about.” 


® Lorillard will break advertising 
on the new filter July 14 with a 
| preliminary announcement on the 
|Kent-sponsored “$64,000 Chal- 
lenge” (CBS-TV). This will be 
followed in the week of July 15 by 
newspaper ads in “more than 50 
| newspapers in major filter markets 
throughout the country,” a compa- 
ny spokesman said. But he refused 
to give more specific details, on the 
ground that conferences on the ad- 
vertising were still going on at the 
|company’s agency, Young & Rubi- 
|cam. 

“Some of the people in the Loril- 
lard advertising department didn’t 
even know about the new filter 
or about the advertising being 
planned,” he said, “It has been one 
of the best kept secrets in the to- 
bacco industry in years.” 


in New York that he would grant, ® The New Kent is being market- 
a four months’ stay to permit the |ed in the king and regular lengths 
defendants to appeal to the Su-|in the familiar gold package and 
preme Court. The stay was granted |in a new 80mm length in a crush- 


at the same time the formal order| proof box, just introduced in the 
was handed down requiring the| New York area at the end of June. 
top executives in IBC, James Nor-|The price, which was reduced last 
ris and Arthur Wirtz, to dissolve | year, remains unchanged—the| 
their clubs and to sell their stock in |same as other popular filter brands. 
Madison Square Garden, among| The introduction of the new fil-| 
other things. | (Continued on Page 75) 


| Bitter Blow to Bitters Blender ... 


Kk wers | K Magic! 


cae See BNP 


MAGICAL—This hatful-of-flowers 
color page is the first of a new 
series for Florists’ Telegraph De- 
livery Assn. scheduled for Reader’s 
Digest, The Saturday Evening Post 
and Time, starting in late July. 
Grant Advertising, New York, is 
the agency. 


FTDA Shifts 
25% of Budget 
to Radio Spots 


Florists Telegraph 
Group Cuts Spending in 
Dailies from 40%to 7.5% 


Detroit, July 9—Florists Tele- 
graph Delivery Assn. will invest a 
record $1,500,000 in advertising for 
the 1957-58 year. And with the 
hefty ad budget comes a major 
switch in media from newspapers 
to radio. 

The major portion (55%) of 


FTDA’s ad dollars, however, will 
go into five magazines—Good 
Housekeeping, the Canadian and| 
U. S. editions of Reader's Digest, | 
The Saturday Evening Post and 
Time. FTDA will run 46 color 
pages in these publications, start- 
ing this month and extending 
through June, 1958. 

FTDA will use radio for the first 
time this year. About 25% of the 
association’s budget will go into) 
20-second spots on the Mutual| 
Broadcasting System network and 
spot commercials on independent 
stations in 25 major markets. 

“The reason for the switch to) 
radio is to reach more people 
more often,” Gordon Conn, FTDA 
advertising manager, told ADVER- 
TISING AGE. The radio push starts 
around the end of July. 


s The association will devote 
about 8.5% of its budget to tele- 
vision this year—about the same as 
in 1956. A buy has not been made 
yet but AA was told that it will be 
a one-shot network spectacular. 

Newspapers will receive 7.5% of 
the budget, a sharp reduction from 
last year’s approximately 40%. | 
FTDA will run 50-line ads on the} 
obituary pages of 364 daily news-| 
papers. Half-page and smaller ads| 
also will run in ApvertIsING AGE,| 
Business Week, Fortune, Printers’ | 
Ink and Sales Management, start- 
ing in September. 

In addition to the domestic ad- 
vertising, FTDA will invest an 
additional $50,000 in foreign ad- 
vertising. Mr. Conn told AA that 
the schedule of foreign media has 
not definitely been determined. 

Grant Advertising will handle 
the campaign. + 


FTC Rules It Can Curb Advertising 


of Product Sold Only in One State 


WasuIncTon, July 10—The Fed- 
eral Trade Commission held today 
that it can act against false news- 
paper and mail advertising, even 
though the product involved is not 
sold in interstate commerce. 

The ruling was the basis of a 
cease and desist order against Ken- 
neth W. Shafe, of Flint, who sells 
O-Jib-Wa bitters, an alleged cure 
for arthritis and rheumatism, ex- 
clusively in the state of Michigan. 

The commission said the product 
has no therapeutic value. It 
claimed jurisdiction over the ad- 
vertising because it appeared in 
newspapers and direct mail mate- 
rial which crossed state lines. 


® In a decision by Commissioner 
Edward T. Tait, FTC rejected the 
argument that Mr. Shafe’s respon- 
sibility for distribution of the ads 
ended when they were placed in 
the newspaper. 

“To accept the interpretation ad- 
vanced by the respondents would 
impose sole responsibility for the 
false advertising of food, drugs, 
cosmetics and therapeutic devices 
solely upon disseminating media 
and leave free therefrom the party 
primarily standing to benefit from 
such advertising,” Commissioner 
Tait wrote. 

A separate cease and desist order 
was issued against Kenneth G. 
Morrish, sales manager for Mr. 
Shafe, who conducted a similar 
business on an independent basis, 
selling a product called Oscoda 


Radio Affiliates of 
ABC Get Elbow Room 


for Sales: Eastman 


New York, July 10—Robert E. 
Eastman, president of ABC Radio, 
outlined the do’s and don’ts in the 
network’s future before an unusual 
audience here this week. 

Mr. Eastman, who used to be an 
enthusiastic spot radio salesman 
before he switched to the network 
tional pages in Glamour, Motion 
bers of the Station Representatives’ 
Assn. in a meeting at ABC. 

The network executive assured 
his guests that ABC will not: 


e Sell between the hours of 6 to 
9 a.m. and 4 to 6 p.m. 


e Sell smaller units than five min- 
utes. 


e Sell negatively. 


e Compete with stations in pro- 
gramming records. 


e Use “expediency” in selling. 


s On the positive side, Mr. East- 
man noted that ABC will make use | 
of its thorough knowledge of the} 
needs of stations to help the rep- 
resentatives as well as itself. 
“We are going to work very 
closely with our major affiliates to 
help them with their local pro- 
gramming,” he said. “We will have 
people skilled in this field to do 
nothing else except build better 
local programming and help us 
keep our network programming 
compatible with the stations’ ef- 
forts, so that both the local! 
programming and the network) 


bitters to prospects outside the 
state of Michigan. 

FTC reported that out-of-state 
orders for O-Jib-Wa bitters were 
turned over to Mr. Morrish, who 
wrote letters on Mr. Shafe’s sta- 
tionery reporting that O-Jib-Wa 
bitters were not sold outside Mich- 
igan. At the same time he enclosed 
an order form stating that Oscoda 
bitters, a similar product, was 
available. 


® FTC argued that ads for O-Jib- 
Wa bitters were being used to de- 
velop prospects for Oscoda bitters 
and that Mr. Morrish was, in ef- 
fect, making the same false repre- 
sentations for Oscoda bitters that 
Mr. Shafe made in the ads for 
O-Jib-Wa bitters. + 


Lady Esther Equips 
‘Drychiatrists’ to 
Battle ‘Drychosis’ 


Cuicaco, July 9—The word 
“drychosis” doesn’t appear in any 
dictionary, but Lady Esther divi- 
sion of Chemway Corp. predicts it 
will, in  not-too-distant future 
editions. 

It’s a new word, that means dry 
skin. The agency—Donahue & Coe 
—coined it for the introductory 
campaign for Lady Esther dry skin 
cream. And it is hoped that dry- 
chosis will do for Lady Esther 
what halitosis did for Listerine. 

The new word is featured pro- 
minently in a new campaign, 
which proclaims, “Most women 
today have drychosis. New Lady 
Esther dry skin cream ends dry- 
chosis!” 

Radio and newpaper campaigns 
have promoted the new cream in 
six test markets since April. Na- 
tional distribution is expected by 
the end of July, and a national 
campaign will get under way in 
September and October. 


® The campaign includes frac- 
tional pages in Glamour, Motion 
Picture, Photoplay, True Confes- 
sion and True Story, augmented by 
r.o.p. newspaper ads of 600 and 
1,000 lines and a saturation spot 
radio campaign covering the coun- 
try. 

Floor and counter merchandisers 
are available to stores, including 
salesmen badges which read, 


“Official Lady Esther Drychiat- 
rist.” = 


_ 
le PSTHER Says 


MOST WOMEN TODAY HAVE 


DRYCHOSIS 


New LADY ESTHER DRY SKIN CREAM ends ORVEROSIS! 
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SLE TEST PROVES THIS AMAZING WEW CREAM WORKS 
euomr re 


bite 


ABC-TV Joined by WHDH-TV 

WHDH-TV, Boston, which is | 
scheduled to go on the air in late 
fall. will be an affiliate of ABC- 
TV. ABC-TV currently shares the| 
affiliation of WNAC-TV_ with 
CBS-TV. 


| gether to build larger listening au- a 


programming will flow together} 

without breaking the pace. | 
“In this manner the network and 

local programming will work to- 


ay Ete | 


dience, rather than against each|~ oe, OH, Oe 
other, as is often the case at pres- 

ent. We will be working with our |SEMANTICS—Lady Esther not only 
stations to improve their sound, |imtroduces a new product but also 
not only from the standpoint of |a new word in this 1,000-line news- 


(Continued on Page 75) paper ad, 
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Okay for GM to Say 
‘Genuine’ Chevrolet | 
Parts, FTC Decides 


WAsHINGTON, July 12—The Fed- 
eral Trade Commission ruled to- 
day that it is all right for General 
Motors to promote the use of “gen-| 
uine” Chevrolet replacement parts. | 

The decision, which is of inter-| 
est to all manufacturers of| 
nationally advertised durables, 
washes out a complaint which ar- 
gued that the auto firm’s replace- 
ment parts ads are unfair to man- | 
ufacturers who make equally good | 
parts without the official sanction 
of GM. 

An initial decision dismissing) 
the complaint had been issued by 
Hearing Examiner James A. Pur-| 
cell several weeks ago. Accepting 
the conclusions already reached 
by the examiner, FTC Chairman 
John Gwynne said: “Because of its| 
desire to maintain the good will| 
of the motoring public and because | 


of its responsibility under its war-|rolet parts or that they are su- 
ranties [GM] is naturally inter-|perior in al] material respects to 
ested in the use of replacement all other parts,” he explained. 

parts that are of a quality equal} The compaints, 


tests of its own engineers. Its ad-| as “genuine” 
vertising simply notifies the pub- | made for General Motors 
lic of at least one source where | outside firms. The commission 
those parts may be secured.” | dropped this charge on the grounds | 
| that all were made in accordance 
with General _Motors specifica- 
tions and designs. + 


® The ads in question urged Chev- 
rolet owners to obtain replace- 
ment parts from garages and deal- 
ers displaying a genuine parts 
sign. In one ad, two clutch discs 
were pictured. Henry G. Barringer, classified 

The ad reads, “These two|advertising manager of the Journal 
clutch discs may look alike, but|of Commerce, New York, for the 


‘Journal of Commerce’ 
Appoints Reed, Byxbee 


|your Chevrolet knows the differ-| past eight years, has retired from 


ence.” the newspaper field. Richard L. 
The chairman noted that some| Reed, formerly food & grocery ad- 
of the unauthorized parts are!vertising manager of the newspa- 
identical with genuine Chevrolet! per, succeeds Mr. Barringer. 
parts distributed through General | Bill Byxbee, formerly New York 
Motors, except for the different | state sales manager of Scheerer & 
trade name. |Co., mewspaper rep, has joined 
“The advertising does not say|the Journal of Commerce as food 
those are the only genuine Chev-|& grocery advertising manager. 
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Mrs. Car Aotted At Be se et 
War Was Plotted - at A. Tavern 
Rus sla ( harges Ae I, Nasser REDS ISSUE Tate 2 H j In L. . 
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Baltimoreans wake up with THE SUN. They have dinner with 
THE EVENING SUN. They gladly relinquish half of every Sabbath 
to pore over THE SUNDAY SUN. The Sunpapers, you see, are more 
than a business in Baltimore—they’re an established community 
custom. That's why advertising leadership is so great—and growing 
constantly. That's why The Sunpapers are uniquely qualified to 
carry your message. 


The SUNPAPERS 


Baltimore 


Combined daily circulation 410,013 . . . Sunday 326,550 


Wational Representatives: Cresmer & Woodward, inc. New York, San Francisco & Los Angeles; 


Scolaro, Meeker & Scott, Chicago & 


issued last De-| 
|to those in the original car and) cember, also contended that it was | 
|that have been subjected to the| false to label all Chevrolet parts | L. A. police chief, aide sue ABC-TV, Ayer, 
since some were| 
by | 
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Highlights of This Week's Issue 


Harry Chesley Jr. 
D'Arcy 


Philip Morris, for Mike Wallace ro eat 
view of Mickey Cohen ................Page 2 


Flav-R- Straws’ new print drive empha- 
sizes children drink more milk through 
} its flavored sippers ..... Page 2 


JWT names Thomas Mason its roving vp 
in western Europe 


Toll-tv proponents want FCC action, not | 
extensive tests itailbshabainanementinid Page 2) 


British advertising group Page 2 


Trading stamp companies join in institute 
to combat anti-stamp atmosphere Page 2 


Florida citrus men want highway po- 
lice to distribute orange-juice break 
bumper strips instead of coffee break 
strips Page 3 

Fuller & Smith & Ross’ 
office has five accounts 


new Pittsburgh 
Page 3 


Lady Esther's new campaign plays up 
drychosis—dry skin, that is Page 3% 


Florists 


cross state lines, though product is sold 
within a state only Page 3% 


| ABC Radio exec tells affi'iates new do's! 
| and don'ts in selling time Page 3) 


| Ads for new Kent filters said to be “best 
kept secret” Page 3 


| Poster yearbook is dominated by European 
artists Page 14 
International Paper can't buy competitors’ 
stock, FTC rules Page 20 
People bought 21° more pens and pencils 
in 1956, group study finds . Page 20 
“U.S8S.1. Chemical News,” pioneer editorial- 
style ad, celebrates its 25th anniver- 
a Page 28 


| KCMJ, Palm Springs, Cal., is top winner 


is new president of | 
Page 2) 


Page 2 


Consumers are to be represented on al 


FTC claims jurisdiction over ads which | 


of 30 RAB awards Page 36 


fn United Motors System wil! 
invest $3,500,000 in new Lowell Thomas 
tv show Page 48 


| Ampex Audio Inc. sets fall drive for stere- 


ophonic hi-fi line, Symphonic Radio & 
Electronics Corp. plans $180,000 push for 
hi-fi line ........ Page 52 


NADA proposes new plan to improve auto 
servicing by dealers ..... Page 53 


DuPont sets drive for new long-wearing 
} nylon ...... : Gueananian Page 60 


Donald Kanter, director of creative re- 
search at Tatham-Laird, says how we 
test an ad depends on approach we use 
in writing it Page 61 


John Hoefer, new Advertising Assn. 
the West president, 
membership, use 
more during his tenure 


Cincinnati Times-Star, having used one 
promotion to get seven Redlegs players 
in All-Star game, now seeks better way 
to choose players Page 6% 


Beer sponsors are turning baseball into 


of 
seeks to expand 
association's talent 
Page 67 


Telegraph Delivery Assn. will national problem including alcoholism 
spend $1,500,000 in ads, shifting its| and juvenile delinquency, WCTU head 
ad emphasis from newspapers to ra-| Says Page 68% 
dio Page 3| 


REGULAR FEATURES 


Advertising Market Place er) 
Along the Media Path ~~ 
| Creative Man's Corner a 
| Coming Conventions 16 
| Drawthinks a4 
Editorials 2 
Getting Personal 18 
Getting Personal 16 
Looking at Radio & Tv 02 
Looking at Retail Ads a4 
Merchandising Ideas 66 
Obituaries a) 
On the Merchandising Front 64 
Photographic Review “a 
Rough Proofs sen 
Salesense in Advertising MB 
This Week in Washington ob 
Voice of the Advertiser Mi 
What They're Saying 2 


| ‘Member of Family’ 
Is TV's Role During 
National TV Week 


WASHINGTON, July 12—*‘Tele- 
vision—a Member of the Family” 
will be the theme of National Tel- 
evision Week this year, according 
to the National Assn. of Radio & 
Television Broadcasters and the 
Television Bureau of Advertising. 
In a letter to all stations this 
week, NARTB President Harold 
Fellows urges maximum use of tv 
to tell its own story. One way 


would be through “reports to the 
people” telling how much televi- 
sion adds to their lives, he sug- 
gested to members. 


® Tv week is to be held Sept. 8- 
14. In addition to NARTB and 
TvB, sponsors include RETMA for 
the manufacturers and NARDA for 
the set distributors. RETMA and 
NARDA have retained the public 
relations firm of Daniel J. Edel- 
man & Associates to promote the 
theme, “Be a New TV Family,” 


and NARTB is putting finishing 
touches on a promotion for sta- 
tions, + 


712 FEDERAL STREET 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 


* CHICAGO 65, ILLINOIS 
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OF ALL FARM OPERATORS IN THE UNITED STATES 
| HAVING ONE OR MORE CORN PICKERS 
| SUBSCRIBE TO FARM JOURNAL! 


Corn is a major crop in the national farm economy. 


Farmers who have corn pickers grow corn in a sizable way. 
All over the nation—East, Central, South and West—the 
overwhelming majority of these farmers subscribe to one of 


Farm Journal’s four regional editions. 


Here’s Farm Journal’s coverage by editions: 
Eastern edition. .....-eceeeeeeees 89.6% 
Central edition. ..........++22+++ 73.6% 
Southern edition ..........++++++ 55.9% 


Western edition ......eee+eeee2++ 70.0% 


Bought and read by more than twice as many farm families 
as any other publication, Farm Journal gives farm families 


everywhere what they want, need and can’t get anywhere else. 


'. FARM JOURNAL 


FS One of the nation’s truly great magazines. More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 
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Miller Becomes 
Board Chairman 
of Central Registry 


New York, July 9—John R. Mil- 
ler, vp and director of circulation, 
Hearst Magazines, has been elect- 
ed chairman of the board of direc- 
tors of Central Registry of Maga- 
zine Subscription Solicitors. 

Mr. Miller succeeds Harold J. 
Bean, vp, Curtis Circulation Co. 

The board, recently enlarged to 
12 members, includes in addition to 
Mr. Miller: Joseph M. Arnstein, 
Esquire Inc.; James V. Baily, Farm 
Journal Inc.; W. Foster Willett, 
American Home Magazine Corp.; 
John Hallenbeck, Time Inc.; Lester 
Suhler, Cowles Magazines; J. Paul 
Young, Conde Nast Publications; 
William P. Barry, Globe Readers 
Service; Cecil T. Gay, Union Cir- 
culation Co.; Walter H. Lake Jr., 
Publishers Continental Sales Corp.; 
Elton B. Stephens, Vulcan Service 
Co., and Victor Yacktman, Readers’ 
Service Bureau. + 


Norman, Craig Names 4 VPs; 
Appoints Potter to Media Post 

The four leading senior account 
executives at Norman, Craig & 
Kummel, New York, have been 
elected vps. They are Warren 
Fales, H. G. Bissinger, William E. 
Macke and E. L. Whitney. 

Daniel Potter, formerly a mem- 
ber of the tv department of Wil- 
liam Esty Co., has been named 
director of radio-tv media of Nor- 
man, Craig. 


Ronson Offers Free Lighter 
Following successful market 
tests, Ronson Corp., Newark, has 
expanded its merchandising pro- 
gram which offers a free $4.50 
Windlite lighter to consumers, 
with a trial purchase of a Ronson 
66 shaver. The lighter is retained 
by the consumer, even if the shav- 
is returned. All Ronson 66 
shavers will be packaged with the 
lighter and will be backed by a 
~ |strong tv, magazine and newspa- 
Kostka Gets Colorado Account | ver, to handle its campaign pro-|per advertising campaign, running 
The state of Colorado has named |moting new industries for the|through the Christmas selling sea- 
William Kostka & Associates, Den-| state. son. 


CHANGEOVER—John R. Miller (left), vp and director of circulation, 
Hearst Magazines, is congratulated on his election as chairman of 
the board of Central Registry of Magazine Subscription Solicitors | er 


from Harold J. Bean, Curtis Circulation Co., retiring chairman. 


‘GEE! 


Put “GEE!” 


That’s the car for me!” 


He was watching WGN-TV where top programming has a way 
of getting viewers interested and absorbed. He was part of a 
722,700-person audience delivered by the 10 o’clock movie (May 
1957 Nielsen, 17.1%). 


Top programming week after week lets WGN-TV offer you the 
kind of audience you want to reach—morning, noon and night. 


That’s why Top Drawer Advertisers use WGN-TV 


Let our specialists fill you in on some exciting WGN-TV case histories, dis- 
cuss your sales problems and advise you on current availabilities. 


GN-TV 


CHANNEL 9—CHICAGO 


in your Chicago sales with 
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GE Fails in Bid to 


Stop Masters’ Mail 
Order Discount Ads 


New York, July 10—General 
Electric Co. has lost its latest bid 
to stop Masters Mail Order Co. of 
Washington, D. C., from advertis- 
ing GE products here below fair 
trade prices, but the discount house 
is still beset with obstacles. 

U. S. Supreme Court Justice 
John Marshall Harlan has refused 
to grant GE an injunction pro- 
hibiting the mail order advertising 
pending the outcome of GE’s ap- 
peal. The justice left the way open 
for GE to request a stay once 
again in October, providing the 
court, when it convenes at that 
time, decides to review the GE ap- 
peal. 

In the meantime, Masters is the- 
oretically free to advertise GE 
wares at discount prices. But 
there’s a hitch; so far, only one of 
New York’s seven major dailies, 
the News, has consented to run the 
company’s mail order advertising. 
And that reportedly was done for 
“legal” reasons, presumably to 
forestall possible anti-trust or con- 
spiracy litigation. And Masters 
paid the general advertising rate— 
considerably above retail rates. 
The rest of the New York dailies, 
plus television station WRCA-TV, 
turned Masters down (AA, June 17 
et seq.). 


® Elsewhere, the Bureau of Edu- 
cation on Fair Trade this week 
hailed the actions of the six dailies 
in its July “Fair Trade Newslet- 
ter.” 

The newspapers’ turndown re- 
flects the “recognition by newspa- 
pers generally that the well-being 
of local retailing is vital to the 
economic health of their commun- 
ity and of their own business,” the 
newsletter states. 

“To encourage the flight of re- 
tail dollars to another city would 
be a short-sighted policy on the 
part of newspapers, since they 
would be acting against the best 
interests of their own important 
retail customers and of the pros- 
perity of their community.” 

The newsletter goes on to discuss 
the current confusion over the sta- 
tus of fair trade. 

“A welter of court decisions in 
recent weeks, some for and some 
against fair trade, highlight once 
again a deplorable state of contra- 
diction amounting to confusion in 
our courts on an economic issue 
affecting the livelihoods of mil- 
lions. These decisions show our 
federal and state judiciary systems 
in opposition not only on funda- 
mental matters of constitutionality 
but also on the power of lower fed- 
eral courts to strike down, on tech- 
nical grounds, laws enacted by 
state legislatures. 


s “The confusion in our judiciary 
system which is reflected in fair 
trade cases suggests that on eco- 
nomic issues bound up with deep- 
seated belief and emotions, the 
distinction between personal opin- 
ion and judicial interpretation may 
become practically invisible. One 
dangerous consequence is that ju- 
dicial interpretation may take over 
or cancel out the action of legisla- 
tive bodies elected to carry out the 
will of the people. Another danger- 
ous consequence is growing public 
bewilderment as to exactly what 
is the law,” it states. + 


Livingstone to Steiner & Kahn 
Lee Livingston, formerly an ac- 
count executive with Lewis Ad- 
vertising, Newark, has _ joined 
Steiner & Kahn, New York, sales 
promotion and direct mail con- 
sultant, as vp and creative direc- 
tor. She has also been with the 
mail order catalog division of 
Montgomery Ward & Co., the ad- 
vertising department of Stern 
Bros., and Tobe Associates. 
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Ghost Wagons Rolling. 


Envision phantoms of our heritage. 

This was the time of year the 
wagons rolled 

From Independence bound for 
Santa ° 

One outpost to another, and across 

Dry, grass-paved plains where 
pressed-back Indians sent 

amen signals spiraling into the 
sky 


Already hazy from the tell-tale 
dust 


The traders’ wagons made. A dar- 
ing thing 


To transport goods across so many 
miles 


And bring back in exchange the 
Spanish shawls 

And Indian wares from that old 
‘dobe town 

That ante-dated Plymouth. Hardy 
men 

It took to man the wagons, fight 
the heat, . 

Drought and disease along a dim- 
marked trail 

That linked the east and west. 
How much we owe 

These early trucks paced by the 
buffalo! 

VeLMa West SYKES. 


FOUNDED 1880 BY 
WILLIAM ROCEHILL NELSON 


—w 
7" 


BETTMAN ARCHIVE 


May Neos’ Wes Today, 2s 100 years ago, the trans- 


portation hub is dynamic Kansas City. Served by 12 trunkline railroads, 3 
major airlines, 200 motor freight carriers, river barges. In transportation 
and utilities, 50 per cent above national average in proportion of workers in 
high earnings bracket. Second to Detroit in motor car assembly. A manu- 
facturing, wholesaling, distributing “natural”. Newly arrived at the million- 


mark in population. Over 2 billion dollars in expendable consumer income. 


E> TRANsPoRTATION—c facet of Kansas City leadership 


THE KANSAS CITY STAR 


the Newspaper That Grew Up With the West 
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Anderson, Clayton 
Cuts Food Ads 
“to Lower Prices’ 


(Continued from Page 1) 
keting team had been fired be- 
cause of some drastic marketing 
errors that had been made. 

The president of Anderson, 
Clayton’s foods division also re- 
fused to discuss the extent of ad- 
vertising reductions, and also the 
status of the unit’s four agencies 
|—McCann-Erickson; D’Arcy Ad- 
|vertising Co.; Paris & Peart, and 
Bryan Houston Inc. 
aia “Any comments will have to 
—— rw from the agencies,” he told 


4 


-_ 


| D’Arcy Advertising Co. today 

told AA that it was resigning Flair, 
RUM CONVERTS—The Terrell Van In-|an all-vegetable shortening. The 
gens of New Canaan, Conn., put in jaaeen has been in five poston s 
the good word for rum in this| oo  elneaegerngy Oat, 18. 
newspaper ad. Plug for Puerto Rico | 56) and ad oaen doing oth the 
in copy: “Wonderful Climate | agency said, , 
there. Grand place for vacation. | D’Arcy said it had recommended 


Rum Ads Give Free 
Ride to Tourism 
in Puerto Rico 


New York, July 12—Ogilvy, 


Benson & Mather launched a one-| 


year campaign for rum today and 
in the process is mixing in some 
powerful promotion for travel to 
Puerto Rico. 

The agency, which handles the 
Commonwealth of Puerto Rico ac- 
count, ran big space newspaper ads 
today for a new Puerto Rican rum 
campaign and in the same ad got 
in a healthy plug for tourism, an- 
other part of the same account, in 
the Caribbean isle. The ads also 
departed from conventional liquor 
advertising in that they show 
women, as part of Mr. and Mrs. 
testimonials for Puerto Rican rum. 


® No budget was announced, but 
the bulk of the campaign will be 
in magazines, specifically Esquire, 
Fortune, Gourmet, Harper’s Ba- 


}expansion for Flair, but had been 
|told by Anderson, Clayton that the 
icompany was not moving ahead 
with the product. The account 
billed about $500,000 last year. 

In a press release today, D’Arcy 
referred to the Flair resignation as 
|“the result of a major shift in em- 
phasis from consumer to bulk and 
private label sales by the client, 
and of the decision not to expand— 
as recommended—beyond the orig- 
inal five test markets. 


8 In New York, the other agencies 
| were anything but talkative when 
contacted by AA. Bryan Houston, 
|which picked up Mrs. Tucker's 
shortening just over a year ago 
from Crook Advertising Agency 
(AA, May 21, ’56), said it hasn’t 
handled the product for more than 
three months, and doesn’t know 
who has it. 

Paris & Peart said it is handling 
several 


agency declined to name or dis- 
|cuss them. 
McCann told AA that it is han- 


new products but since | 
none are in test markets as yet, the | 


FCC Not Able to 
Regulate Toll-TV, 
Rep. Celler Says 


WasHINGTon, July 12—Rep. 
Emanuel Celler (D., N.Y.) today 
renewed his opposition to toll-tv 
in a letter warning FCC Chairman 
John Doerfer that the commis- 
sion’s proposed demonstrations of 
subscription television “involve a 
calculated risk of such magni- 
tude and with such vital implica- 
tions for the future” that they 
should not be made without con- 
gressional authorization: 

Rep. Celler, who is sponsoring 
legislation to prohibit toll-tv, said 
FCC has yet to solve monopoly 
problems raised by existing busi- 
ness relationships in the tv indus- 
try. He questioned whether the 
commission would have the capac- 
ity “or even a valid rationale” 
for turning off a toll-tv test once 
it was under way. 


s He expressed particular doubt 
that FCC would be able to regu- 
late toll-tv if it were started, point- 
ing out difficulties FCC has with 
its chain broadcast rules. 

“Subscription tv would subject 
added and more complex relation- 
ships to regulation under the com- 
mission’s already burdened licens- 
ing authority,” he pointed out. 
“Namely, relations between sub- 
scription program producers, dis- 
tributors, community franchise 
holders, tv stations, manufacturers 
and distributors of encoding and 
decoding equipment and the pub- 
lic.” # 


Hallmark Service Opens 

A new service for pre-testing 
consumer preference in food and 
household items has opened offices 
at 29 Kronquist Ct., San Francisco. 
The organization, Hallmark Test- 
ing Service, is under the direction 
of Wilma Sledge, formerly home 
economics chief for a national gro- 
cery chain. 


Brinkerhoff Adds Y&R Title 
Robert H. Brinkerhoff, vp and 
manager of the contact department 
of the Chicago office of Young & 
Rubicam, has been given the 
added responsibility of manager of 
| the office, a new post. E. E. Smith 


zaar, Holiday, Newsweek, Sports | dling Golden Capri, a salad oil and | continues as vp in charge of the 


Illustrated, The New Yorker, Time 
and Vogue. The remainder goes 
into frequent large space newspa- 
per insertions in New York and 
Los Angeles. 

The main object of the campaign, 
the agency reported, is to make 
rum drinking fashionable. “We 
will try to give people confidence 
that when they order rum they 
will be considered ‘smart.’ We will 
try to project the idea of rum into 
the forefront of people’s minds as 
a socially acceptable drink and 
then keep it there.” 


® For this purpose, the agency has 
come up with a series of couples 
(eastern socialites), placed them in 
fashionable and romantic Puerto 
Rican settings and allowed them 
a sophisticated discussion of rum 
in particular and Puerto Rico in 
passing. 

Although it is not the first time 
women have been used in liquor 
advertising (Bacardi rum recently 
began such a campaign), Puerto 
Rican rums moved into the arena 
with a delicate tread. In the initial 


ads, the women are no more prom- 
there is no 
liquor bottle visible (the general 


inent than the men, 


tone of the ads doesn’t call for one) 


and the drink glasses are held by 
the man or are placed nearer 


him. + 


‘Times-Delta’ to Ward-Griftith 
The Times-Delta, Visalia, Cal., 


liquid shortening, which reported- 
‘ly is billing around $400,000 year- 
i ly. The product was introduced in 


| test markets earlier this year (AA, | 


\Feb. 25, ’57), and apparently is 
| still in the test stage. 

| To compound the _ confusion, 
Young & Rubicam, Mexico City, 
announced that it had been as- 
signed to handle Mirasol, a new 
| margarine product, in Mexico. An- 
derson, Clayton’s main Mexican 
| agency is McCann. 


|@ Anderson, Clayton hired D’Ar- 


cy, McCann and Paris & Peart last | 


year at the same time it changed 
ithe name of its Mrs. Tucker’s 
products division, which 
quired in 1952, to its foods division 
(AA, March 5, '56). The agencies 
were retained to work on the de- 
velopment of new food products. 

| The next move by Anderson, 
|Clayton—one of the world’s larg- 
est cotton brokers and an impor- 
tant processor of cottonseed and 
other edible oil products—was to 
open a sales office in Chicago (AA, 
May 7, ’56) to strengthen its posi- 
jtion in the Midwest. Mr. Fuqua 
told Apvertisinc Ace today that 
this office will be moved to St. 
Louis immediately. 


® Anderson, Clayton has had a 
| complete change of mind about go- 
ing into the consumer foods busi- 
ness, AA was told, and has cut its 
marketing staff by 90% and its 
sales force by 50%. Trade sources 


it ac-| 


has appointed Ward-Griffith Co.,, would not be too surprised to see 
San Francisco, its national adver- the cotton merchant sell its food 
tising representative. | division. 


| agency’s Chicago operations. 


|'Newspaper Names Klein 

| The Washington Daily News, a 
Scripps-Howard newspaper, has 
named Mannie R. Klein Advertis- 
ing, Washington, as advertising 
| counsel for a special trade publica- 
| tion campaign. 


All the food you serve deserves the protection of 


WAXED PAPER 


| 
| 
} 


| eri, Craselay 


FLAVOR -BEALEO In WAKED PAPER tor your protection 


| Sites 3 °F 
SPraued 


WAXING ELOQUENT—‘‘F lavored- 
sealed” is the theme of the current 
campaign for the Waxed Paper 
Merchandising Council. Featured 
foods include bread and crackers 
and this cereal ad scheduled for 
Family Circle in September. Ruth- 


i agency. 


With Company Since ‘23, 
She Named Daughter—at 
Fellow Workers’ Behest 


By Phyllis Johnson 


New York, July 11— “I don’t 
believe publishing is a man’s field 
at all,” said Mrs. Helen Meyer, 
who has just been named presi- 
dent of Dell Publishing Co. (AA, 
July 8), thus becoming the first 
woman to head up a major pub- 
lishing company. 

“People keep asking me what 


Eschew Caution, 
Seek Excitement, 
Brower Advises 


(Continued from Page 1) 
pression which results in cutting 
down of food purchases. 

e He regrets the fact broadcast re- 
search works to force everybody to 
copy everybody else. For example, 
when a tv show gets a top rating, 
there is too much of the attitude, 
“Let’s get something just like it.” 

Along those lines, Mr. Brower 
decries the current importance at- 
tached to ratings. They are needed 
to determine audience size and 
character, but are not the sole 
guide of advertising effectiveness. 

“If all research looks backward, 
you go backward.” Mr. Brower 
thinks there is too little research 
that looks forward. Asked for an 
example of forward looking re- 
search, he said motivational studies 
are an example. 


® There is, in his opinion, too lit- 
tle of the spirit of venture in to- 
day’s advertising. In years past, 
he said, there were strong individ- 
uals at the head of businesses, who 
were not afraid to take chances 
with an idea and would shoot mil- 
lions of dollars to find an answer. 
Today companies are run by 
boards of directors, who tend to be 
careful because they can be fired, 
he observed. 
e Mr. Brower thinks tv is now too 
high priced. To a point, he feels, 


it on a spot basis. Further, tv is 


nothing new and exciting.” 
e Pat Weaver was given a pat on 
the back as an example of adven- 
turing. Mr. Brower says he does 
not know how much some of his 
ideas cost NBC, but they did open 
new paths and create a vital sense 
of excitement. 

In his opinion the failure to ven- 
ture springs from the conflict of 


potential cost with the need to 
make a profit. 


|@ Discussing the principle of re- 


petitive, pounding advertising, Mr. 
Brower said he once believed in it, 
but now feels it is not effective 
because people tend to get bored. 
Today, it is advisable to change 
themes when they are going good, 
in his opinion, 

As an example, he cited the 
“Happy Go Lucky” jingle, which 
was dropped at the peak of its 
impact. Since then some five new 
themes have been created and 
dropped before they wore out, he 
reported. 

This approach is greatly respon- 
sible for the fact the per cent of 
loss of Lucky Strike cigaret sales 


| beauty, 


following the path of radio and} 
tending to mediocrity. “It offers) 


to filter tips is much less than that | 


Advertising Age, July 15, 1957 


‘No Problems’ as 1st Woman Head of 
Major Publisher, Says Dell's Meyer 


difficulties I run into in this man’s 
field—but I’ve never had any 
problems at all because of being 
a woman. I’ve just been accepted. 
I've never felt uncomfortable in 
my job, and I’ve never been re- 
jected because of being a woman,” 
she said. 

Petite and pert, wearing a soft- 
ly tailored navy suit with a small 
gold pin, Mrs. Meyer shook her 
head. “I think all this commo- 
tion over my new job is very silly,” 
she said. “It’s just a title. I'll still 
be doing just what I’ve been do- 
ing for ten years as exec vp and 
general manager. 

“Everything is the same. I 
haven’t even changed my chair— 
or the manner in which I sit.” 

And she’ll keep right on answer- 
ing her own phone without hav- 
ing a secretary screen the calls 
first—just as she always has done. 


® As for the company, it will 
continue to abide by its slogans, 
“Dell comics are good comics” 
and “The Dell seal is the sign of 
good reading”’—and it will keep 
right on putting out a wide variety 
of magazines and paperbacks—de- 
tective, movie, humorous, diet, 
sports, astrology, cross- 
words, science, etc. “You name it, 
we have it,” she said. 

Mrs. Meyer's publishing life 
started out when she was not quite 
15 and on her first job as an ad- 
justment clerk with the old SM 
News Co. (now called Select Mag- 
azines), which was set up as a 
distributing company for Popular 
Science and McCall’s. 

A year later, in 1923, she fol- 
lowed one of her co-workers over 
to two-year-old Dell Publishing 
as general clerk and typist. At 
that point, Dell was putting out 
two pulps—Cupid’s Diary and I 
Confess—and had only seven or 
eight employes. 


® Now the company employs 600 
and publishes more than 70 dif- 
ferent magazines, plus a_ long 
string of paperbacks. The com- 
pany (1) is the largest mass mag- 
azine publisher in the world, (2) 
is tops in newsstand sales and 
(3) does more than 50% of the 
comics book business—with 50% 
fewer titles than the competition. 

“I just grew up with the com- 


only the rich advertiser can use|pany,” Mrs. Meyer explained in 
tv regularly. Others can only use| 


her graciously efficient manner. 
When she was 19 she was circu- 
lation manager and on the road a 
great deal, transacting business 
during the day, traveling by night. 

“One trip, I remember, I spent 
13 nights in a row on the train. I 
arrived back in New York about 
10 Ibs. lighter.” 

From circulation she went into 
production and then was made vp 
in 1930. In 1947 she took over as 
exec vp and general manager. 
“I’m well broken in,” she says. 


® When office hours are over, 
Mrs. Meyer commutes home to 
South Orange, N. J., sheds her 
business demeanor and takes up 
her second life as wife and mother. 

She is married to Abraham J. 
Meyer, a member of the New York 
Stock Exchange and a partner in 
the securities firm of Heller & 
Meyer, East Orange. The Meyers 
have two children, Robert, 17, 
and a married daughter, Adele, 23 
—“Yes, she’s named after the 
company. 

“When she was born, the office 
sent a telegram warning me that 
if I didn’t name her Adele, I 
couldn’t have my job back.” 

Mrs. Meyer definitely leaves 
her business life at the office. 

“In fact, my friends just can’t 


rauff & Ryan, Chicago, is the | 


of other brands, making Lucky’s| see me in a business setting. This 
advertising “successful,” in his|is the mystery part of my life to 
| opinion. + them,” she said. # 
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FIRST IN , 


FIRST IN CIRCULATION 


The Washington Post and Times Herald now 
has 425,000 Sunday circulation, up 10,000 over 
the same period a year ago. . . 390,000 daily 
circulation, up 8,000 over the same period a 
year ago. Now 136,000 more circulation on 
Sunday and 131,000 more daily than any other 
Washington newspaper. 


FIRST IN AWARDS 


The Washington Post and Times Herald has 
won thirty-three awards this past year, alone, 
for journalistic excellence, bringing the total 
up to 222 since 1933. 


FIRST IN INFLUENCE 


Time Magazine said the following about The 
Washington Post and Times Herald: “Across 
the presidential breakfast tray and over the 
coverlets and coffee cups of the most influen- 
tial people in the world’s most influential city 
looms the capital’s most influential newspaper.” 


FIRST IN ADVERTISING DOLLAR VOLUME 


Again in 1956, advertisers invested more dol- 
lars in The Washington Post and Times Herald 
than in any other Washington paper. 


The Washington Post 


Times Herald 

imes era 

Represented by . . . Sawyer, Ferguson, Walker Company — The 
Hal Winter Company, Miami Beach—Puck, The Comic Weekly 


—Joshua Powers Co., Ltd., London. 
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Che New York Times 
pb : 


Advertisers who know 
make this magazine 
one of the Big Three 
in consumer 


advertising linage 


They know it gives them selling strength in New York, 
where most magazines are weak — the selling 

strength of The New York Times, New York’s biggest 
advertising medium. 


They know that across the nation it carries the influence of 
the big New York market into more than 1,250,000 
bigger-income homes and large-volume stores. 


They know that on Sundays, when leisure time 

affords consumers the opportunity to make more buying 
decisions, The New York Times is America’s biggest 
advertising medium. 


Join these advertisers. Then you’ll know to your profit 
why advertisers make The New York Times Magazine 
one of the Big Three (with Life & The Saturday 
Evening Post) in consumer advertising. 


The New York Times Magazine 
Distributed every week with The New York Times, America’s biggest 
Sunday advertising medium, into more than 1,250,000 
bigger-income homes and large-volume stores the country over. 
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The Editorial Viewpoint... 


Property Rights in Ideas Perish 


The other day C. Ralph Bennett, executive vp of Fred Gardner Co., 
New York, addressed a letter to the editor which is, in essence, typi- 
cal of a considerable number of letters we receive. For that reason, 
it is probably unfair to single out Mr. Bennett’s letter for comment, 
and we apologize in advance. It happens, however, that it illustrates 
a point exceptionally well. 

What Mr. Bennett sent us, and what he presumably wanted us to 
print in our “Voice” column, was a letter addressed to the advertising 
manager of Felton Chemical Co., which began like this: 

“If imitation is the sincerest form of flattery, you and your adver- 
tising agency have tremendously flattered your competitor, our client, 
Norda Inc., and us, by your advertisement in the June, 1957, issue of 
Soap & Chemical Specialties. 

“Your advertisement’s headline—When It Smells Better, It Sells 
Better—rings old, familiar, pleasant bells. 

“Norda used that phrasing, and variations, as a vividly memorable 
theme for months, eight years ago...In August, 1949, in advertising 
reaching the same market your current ‘facsimile’ is reaching, Norda 
headlined: ‘If It Smells Good, It Sells Better.’...” 

We are as ferocious as anyone when our stuff is stolen, so we know 
how Mr. Bennett and the numerous others who write us similar let- 
ters must feel, when headlines or illustration ideas or copy themes 
over which they sweated turn up in some one else’s ads. But shouldn’t 
the outraged author also be a little bit realistic? If a headline was 
used for several months, eight years ago, and then abandoned—and 
the headline happens to be a pretty natural play on the properties of 
a particular product—must it forever remain sacrosanct because 
someone else once used it? This seems to us to be asking a little too 
much, and to be expecting too much. 

If every turn of words or cast of expression were to be retired from 
further use because it had been previously used by some other adver- 
tiser, the advertising world would be a strange world indeed. There 
would have been only one singing commercial, only one testimonial 
advertisement, only one announcement of something “new” or “amaz- 
ing,” and—think of it—only one cleaning agent which washed whiter 
than white, only one beer that was dryer than dry, only one automo- 
b_le that was years ahead of its time, and only one cigaret that was 
milder than mild, yet more satisfying. 

Our own belief is that property rights in advertising ideas perish 
quickly, and that practically no one has any vested interest in a copy 
theme or idea once he has himself abandoned it. We are not, of course, 
talking about copyrightable material, trademarks, service marks, etc., 
which are susceptible to legal protection. 


Why Pay Regular Prices for Things? 

This headline was “adapted” by us from the bulletin of the Better 
Business Bureau of Columbus, O., which is worked up over the ever- 
mounting volume of comparative price advertising. 

“In view of the mounting volume of advertising containing com- 
parative prices and claims for saving money by buying, the question 
as to why anyone should pay the regular price for consumer goods is 
sometimes asked of the BBB,” the bulletin says, adding: “It is not a 
simple question to answer fairly and accurately.” 

Indeed it is not. The only question that seems harder to answer is 
closely related one: What is the regular price of any number of 
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“It’s very original—a tattooed man, bearded, wearing an eyepatch 
and sitting on a white horse.” 


commodities, including automobiles, appliances, furniture, a consid- 
erable number of drug items, and a considerable number of grocery 
items? 

There seems little doubt that E. B. Weiss comes closer to the truth 
every day, when he insists that our much-vaunted “one price system” 
is a fiction and that the “same price to all, plainly marked,” is part 
of the American folklore that simply does not happen to be true. 

Let’s not even discuss such things as automobiles, in which literally 
the price changes for every individual buyer. Let’s confine ourselves 
to the thousands upon thousands of things that are deliberately and 
carefully priced fictitiously, like the candy mint competitor of Life 
Savers which is clearly marked “10¢” and is specifically designed to 
be sold in supermarkets for 4¢—3 for 10¢. Or the appliance that car- 
ries a “manufacturer’s suggested retail price’ for purposes of price- 
comparison advertising only. 

The fact is that there is no good answer these days—in a wide 
number of lines of goods and services—to the question: “What's the 
price?” 


What They’re Saying... 


Teen-Age Jobs 

Summer jobs for teen-agers are 
one weapon which can be wielded 
against the rapid growth of juve- 
nile delinquency. Idle hours which 
often lead to mischief-making and 
crime are replaced by an honest 
and time-consuming means to earn 
spending money. Often the income 
from summer employment pro- 
vides the only available source of 
funds to enable a student to under- 
take or continue his college or 
graduate school education. Sum- 


to learn about the field he intends 
to enter, or, if undecided, can help 
him to decide what sort of a ca- 
reer he would like to enter. At 
any rate, summer work in business 


offers the student the opportunity 
| to have a look into the competitive 
world of business and industry, to 
| acquire skills and working experi- 


lence which can lead to a better | 


mer work can give the high school | 
or college student the opportunity 


|job later, and, possibly most im- 
portant of all, to lessen the shock 
of leaving the classroom and enter- 
ing the business world for the first 
time. 


—Topics of the Times column in the 
New York Times. 


New Version 
Jacob W. Getzels, Chicago edu- 
cator, telling what slogan has sup- 
planted “a penny saved is a penny 
earned,” in modern-day America: 
“No money down.” 


—Item in the Chicago Sun Times’ 
“So They Say” column. 


‘Who's Calling?’ 

Whenever the self-important 
secretary of an important execu- 
tive asks me in a frigid tone on the 
telephone, “Who’s calling him?” 
I often reply “Max, the bookie— 
he owes me money,” and just wait 
| for an invariably interesting reac- 
tion. 


-Sydney J. Harris’ Strictly Personal 
column in the Chicago Daily News. 
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“Carter earnings zoomed after 
| Miltown bowed,” the headline says. 

And there’s nothing like a good 
| earnings statement to promote 
| tranquility. 
° 

Washington potatoes will get the 
| same promotional treatment ac- 
| corded the state’s apples during the 
| past 20 years. 
As pommes de terre, they’re of 
course entitled to it. 


| Rough Proofs 
| 


© 

“I doubt,” doubts Jack Cunning- 
ham, “if any attachment is strong- 
er between a human and an inani- 
mate object than the attachment 
| between a reader and his favorite 
| magazine.” 

With the possible exception of 
the attachment to the reader’s fa- 
vorite bank book. 

. 

Mrs. Bernice Alexander, who 
was named “Hardware Week Re- 
tailer of the Year,” proved she 
meant it when she asked her hus- 
band to give her an electric pipe 
threader for her birthday. 

“Kellogg halves budget for in- 
pack premiums.” 

“Lipton to spend 
premium offer.” 

Difference of opinion makes 
horse races and advertising cam- 
paigns. 


$500,000 on 


. 

“I don’t believe in asking for 
formal presentations,” says Dr. Jo- 
seph Schultz, “because I can’t see 
how any agency could come up 
with creative thinking if it isn’t 
familiar with my particular prod- 
uct.” 

But a lot of the boys are ready 
and willing to try. 

. 

Paul Willis, of the Grocery Man- 
ufacturers of America, says agency 
men should expose themselves to 
the reaction of the grocery cus- 
tomer. 

He’s suggesting an occasional 
stroll through the aisles of a su- 
permarket. 

- 

“The community wants to drink; 
it doesn’t have to be told to drink 
by advertising,” says John J. Pas- 
cuitti, supervisor of alcohol educa- 
tion for New Hampshire. 

But learning to like an olive in a 
martini is still an acquired taste. 
. 

Senator Neuberger tells readers 
of Esquire that the Democrats 
should emulate the Republicans in 
the use of Madison Ave. tech- 
niques. 

The Madison Ave. agencies the 
Democrats used before thought 
they knew the techniques. 

* 

“Radio nets,” reports the world’s 
greatest advertising journal, “not 
satisfied with Nielsen ratings.” 

Like Oliver Twist, the networks, 
the advertisers and the performers 
are all demanding, “More!” 

. 

And it’s the usual 8 to 5 that the 
affable Ed Murrow, who inter- 
viewed Art Nielsen on his “Person 
to Person” television show, isn’t 
satisfied with his ratings, either. 

+ 


“Counter intelligence,” as skil- 
fully used by National Broadcast- 
ing Co., is part of the vocabulary 
| of merchandising, and not of cloak 


|and dagger international intrigue. 
Copy Cus. 
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This product = 


“Package 


Design” 
every day 
of the week 


Every advertiser knows the importance of an appealing 
“package design.’”’ Eye-catching appearance is important 
to a newspaper, too—because what a reader sees deter- 
mines how thoroughly he reads. 


The Inquirer takes no chances with its ‘“‘package design.” 


Every afternoon at 3:00 o’clock, the executive editorial 
staff meets to screen and evaluate the news—and to 
determine the emphasis and position that each item will 
be given. The result is clean, modern make-up that 
achieves page one readership from first to last page. 


This thorough readership contributes to the outstanding 
results advertisers get in The Inquirer. And it certainly is 
another reason why more advertisers place more linage in 
The Inquirer than in any other Philadelphia newspaper. 


The Philadelphia Inquirer 


Now in its 24th consecutive year of total advertising leadership 
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Whe BOSTON 


HERALD-TRAVELER 


increased its 
linage leadership to 


913,055 
LINES 


in the first four months 
of 1957! 


/ 


now... more than ever 


One Contract 
Delivers the 


BIG BULK 


6 BOSTON 


ee 


4 


“eu wee eee eww eww eee wow oe” 


The Boston Herald-Traveler 


Represented nationally A GEORGE A. McDEVITT CO., INC., New York + Chicago 
Philadelphia - Detroit +» Los Angeles 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 


Advertising Age, July 15, 1957 


COMPUTATIONS — 
The answer is 
392212735 to the 
engineering 
problem rep- 
resented by Miss 
Denmark, other- 
wise known as 
Greta Thyssen. 
Though the ob- 
ject is to promote 
a new slide-chart 
computer mar- 
keted by Visidex 
Co., Hollywood, 
John Anderson, 
McCarty Co., 
prefers to use a 
tape measure. 


Domville Joins Byers 

William H. Domville, formerly 
with the Times-Observer, Irwin, 
Pa., has joined the ad department 
of A. M. Byers Co., Pittsburgh iron 
and steel products manufacturer. 


BIG, NEW INDUSTRIES | 
RECORD EMPLOYMENT! 


RETAIL SALES SOARING! 


pOWNTOWN PARE 


IN PURCHASING! 


BUILDING CON 


STRUCTION AT NEW HIGH! 


NEW CITY AUDITORIUM! 


DOWNT 


OWN 1 Mile FROM THRUWAY ! 
NEW SHOPPING PLAZAS! 


IN TV COVERAGE! 


Utica tied for 4th place in proportionate increase 
in department store sales in 1956 among the 20 
top northeastern metropolitan cities, as new 
industries joined expanding “natives” to give the 
Utica area the largest proportionate increase 
over last year in total non-agricultural employ- 
ment of all major New York State markets... 
pushed Utica’s average production wage up a 
record 30% in 7 years! Utica Area Annual Retail 
Sales (estimated): $352,000,000! This is real pur- 
chasing power! 


And WKTV matches this purchasing power with 
selling power — the first television station in 
Central New York to broadcast with maximum 
visual power of 316,000 watts... equal in 
strength to any VHF television station in the 
United States! WKTV brings the best possible 
picture with the greatest continuity of service to 
the widest possible audience — both in black 
and white and in color! Tell your story to this 
rich market through its strongest medium — 
WKTV! 


serving UTICA-ROME New York 


Represented nationally by Donald Cooke, Inc. 


Dominate World 
Poster Yearbook 


New York, July 9—The seventh 
edition of the “International Poster 
Annual” (Hastings House, $10.95) 
made its appearance here this 
week. 

Published as usual in Switzer- 
land, the 1957 edition presents a 
cross-section of 500 of the “best” 
current posters from all over the 
world. There are examples from 
28 countries. 

The “International Poster An- 
nual” is traditionally an arty, Eu- 
ropean-dominated book, and this 
tradition has not been broken. The 
poster as an art form has a long 
history, antedating the rise of mod- 
ern advertising, and in Europe it 
is still a medium for top-drawer 
artistic talent. 

Particularly outstanding in the 
current volume are some of the 
posters from Britain, Austria, Ja- 
pan, Germany and Switzerland. 
Judging by the paucity of exam- 
ples from Latin America, this area 
does not have much in the way of 
poster art. 

The collection includes some 
oddities, too. From Poland comes a 
gory, Charles Addams-type poster 
—the subject of factory safety. 
From Italy comes a clever little 
poster urging viewers to “pay 
taxes.” 


® Represented in the American 
section are posters of Lederle Lab- 
oratories, Jell-O, New York Times, 
Look, Piel Bros., Columbia Pic- 
tures, Pabco Paint Co. and the 
Columbia Broadcasting System. 

In one of the introductory arti- 
cles, Richard G. Williams, head art 
director of Schmidt Lithograph Co., 
San Francisco, notes that European 
poster designers “always have been 
and still are ahead of most Ameri- 
can artists from the standpoint of 
their understanding and use of 
simplification, their daring in orig- 
inality, their application of symbols 
and gimmicks to interpret quickly 
the use of the product.” 

And Mr. Williams adds: 

“The sooner American poster 
users allow and require our de- 
signers to apply these principles, 
the sooner their over-all poster 
advertising will become more ef- 
fective.” 

Mr. Williams’ remarks are ex- 
cerpted from an article that origi- 
nally appeared in Advertising Re- 
quirements. + 


Booklet Issued on Post Office 

A special emergency issue of 
“Envelope Economies,” external 
house organ of the Tension Envel- 
ope Corp., Kansas City, has been 
published in order to shed light on 
rapidly changing mail rates and 
regulations. The 20-page booklet, 
entitled “Separating Post Office 
Facts from Fiction,” is a digest of 
testimony, views and position as 
expressed by postal and business 
authorities. 
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5 successful extensions of BH&G’s idea power: 
Better Homes & Gardens Idea Annuals 
... open to advertisers this year for the first time 


nn 


$|% 


There’s still time to get your ad in 
the 1957 issue of 


KITCHEN 
IDEAS ANNUAL 


CLOSES: Oct. 15 


ON SALE: DEC. 18, 1957 


Home lovers are pouring time and money into modernizing their kitchens, and they’re 
eager for ideas on what to do. Whether you sell can openers, or built-in freezers 
( STEUCC the BH&G Kitchen Ideas Annual is a good place to reach people who are ready to buy. 
OPEN! 


Al warcetts 


TONS 


— naan 7 


eth? Theis Atom 


HOME IURYNIIS : 


Heter homes & Coavtens 


— IDEAS: : 
a G7} 


CHRISTMAS IDEAS ANNUAL HOME BUILDING IDEAS ANNUAL GARDEN IDEAS ANNUAL HOME FURNISHINGS IDEAS ANNUAL 


| Closes: Aug. 15, 1957 Closes: Nov. 15, 1957 Closes: Dec. 13, 1957 1958 Issue Closes: July 15, 1958 
. On Sole: Oct. 18, 1957 On Sale: Jon. 18, 1958 On Sale: Feb. 19, 1958 1957 Issue on Sale: Sept. 18, 1957 


YOUR PRODUCT MAY BELONG IN ONLY 1 OR 2...OR IN ALL 5 OF THESE TIMELY, SELECTIVE BOOKS 


Each Ideas Annual is an extension of Better Homes & Gardens’ well- specialized publications. Call your BH&G representative right now. 
known talent for stimulating reader action. You deepen your pene- Ask him to give you facts and figures to help you decide which of 
tration of the market created by BH&G when you advertise in these these 5 annuals provide the best advertising climate for your products. 


Another success story from 


America’s biggest publishers of ideas for today’s living and tomorrow’s plans... 
Meredith Publishing Company 
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Reynolds Flips Lid for 
Winston Filter Tip Box 

R. J. Reynolds Tobacco Co. is 
adding a flip-lid box to its Win- 
ston filter tip brand of cigarets. 
Winston is being marketed in its 
new box in parts of the Middle 
West and New England. Local 
newspaper ads are being used. 

Winston king-size cigarets, how- 
ever, are still being sold in soft 
packs. Other markets will be add- 
ed as rapidly as possible for the 
flip-lid box, the company said, and 
advertising will be expanded mar- 
ket by market. Reynolds has been 
selling its Cavalier brand in a 
long-size hard box for several 
months. William Esty Co. is the 
agency for both brands. 


Sheafter Pen Moves Execs 
Four major executive changes 
have been named by W. A. Shaef- 
fer Pen Co., Fort Madison, Ia. 
George A. Beck, exec vp, becomes 
vice-chairman of the board and 
chairman of the finance commit- 
tee. He is succeeded as exec vp by 


Weeker 


Leon Black, president of W. A. 
Shaeffer Pen Co. of Canada Ltd. 
Clyde E. Everett, who has been 
vp and general manager of the 
Canadian company, assumes the 
presidency, and William R. Gard- 
ner, territorial manager at Ham- 
ilton, O., has been promoted to 
general sales manager. 


Weldon Changes Name 

The corporate names of Lubin- 
Co. and Weldon Mfg. 
Corp., both New York, have been 
changed to Weldon Pajamas Inc., 
effective July 1. Each of the for- 
mer companies will be a division 
|}of the new parent organization. 
|The company manufactures and 
| sells men’s, women’s, boys’, girls’ 
and infants’ products. 


| Ocsterle Joins Metal Daily 

| Karl R. Oesterle, formerly ad- 
|vertising manager of U. S. Steel 
| Homes, a division of U. S. Steel 
Corp., has joined American Metal 
Market, New York, daily metal 
|industry newspaper, as advertis- 
ing representative in Pittsburgh. 


GEORG GOUBAU, recipient 
of the IRE Harry Diamond 
Memorial Award, 1957 

. . . for his contributions 
in ionospheric research 
and circuit theory, and 
for discovering surface 
wave transmission. 


IRE praises Georg Goubau for his many 
contributions to the art of radio 
especially his discovery of the surface 
wave transmission principle. Mr. 
Goubau’s practical theory helps meet 
the ever increasing demands made on 
our communications systems for he 
has simplified the transmission of sim- 
ultaneous messages. Where only coaxial 
cable could be used before, a single 
wire may now carry many signals. For, 
as the result of his creative thinking, 
it is known that radio waves may also 
be sent along the outer surface of wires. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 
tronics industry exclusively edited by 


® 
Proceedings of 


THE INSTITUTE OF RADIO ENGINEERS 


ADV. DEPT., 1475 B’WAY, NEW YORK 36, N.Y. © CHICAGO CLEVELAND » SAN FRANCISCO + LOS ANGELES 


remembers the man 


for 


discovery 


and for radio-electronics engineers. 

As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original. 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites; FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 


In radio everything is possible .. . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


the IRE 


Advertising Age, July 15, 1957 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annua! meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 


Sept. 11-14. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 


Waldorf-Astoria Hote!, New York. 

*Sept. 17-18. National Business Publica- 
tions, New York regional conference, The 
Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 


Chicago. 
*Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 


Beach Hotel, Chicago. 

*Oct. 7-8. National Business Publica- 
tions, Chicago Regional Conference, The 
Drake, Chicago. 

Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn 
annual convention, Chicago Athletic Assn. 


Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 


Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 10-14. Outdoor Advertising Assn. of 
America, 60th annual convention, Jung 
Hotel, New Orleans 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, Bo- 
ca Raton Hotel and Club, Boca Raton, Fla 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roosevelt 
Hotel, New York. 


CBC Claims Immunity 

Faced with a June 7 ruling that 
it can be prosecuted for violating 
the Lord’s Day Act, the Canadian 
Broadcasting Corp. is planning to 
appeal 
|that it is a Crown agency. Pros- 
lecution of three Toronto dailies 
jand radio station CKEY, Toronto. 
|}on the same charge may be de- 
ferred until the CBC claim is re- 
solved. 


|Isaacson Retires from Hearst 

| Ike Isaacson, manager of electri- 
cal appliance advertising for 
|Hearst Advertising Service, New 
| York, has retired after 35 years 
‘with the Hearst organization. 


Weeklies 


— 
THE AMERICAN WEEKEND 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-NAVY-AIR FORCE REGISTER 


Every month 65,000 civilians enter the 
U.S. Armed Forces. Every month 65,000 military men 
return to civilian life. Your advertising in 
Army Times, Air Force Times and Navy Times 
helps them form lifetime buying habits! 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 


procurement). Our nearest 


office will supply sample 


copies, rates and market data book, ‘““Timely Facts.”’ 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 


U. S. OFFICES: Charleston, S. C., 


Chicago, Detroit, Honolulu, Los 


Angeles, Miami, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


for reversal on grounds | 


Getting Personal 


An all-expense trip for two to Africa via SAS was won by Stan 
Hamer, Dancer-Fitzgerald-Sample, New York, in a Great White 
Hunter invitational competition for radio time buyers sponsored by 
KYA, San Francisco. Mr. Hamer’s winning number was drawn from 
. mahogany bongo drum by Marjorie Uphan of Scandinavian Air- 
ines... 

William J. Small, owner and operator of a Boston agency, was the 
winner of the 1957 Charles R. Sergel $1,000 drama prize of the Uni- 
versity of Chicago. He was awarded the prize for his play, “A Peb- 
ble from Munich.” ... 

An honorary degree of Doctor of Letters has been awarded Basil 
Brewer, publisher of the Standard-Times, New Bedford, Mass., by 
Calvin Coolidge College of Liberal Arts, Boston... 

William Benton, co-founder of Benton & Bowles, has been ap- 
pointed a trustee of the University of Connecticut... 

Robert H. Irvine, Thomas Publishing Co., has been elected an 
alumni trustee of Beloit College. Mr. Irvine lives in Winnetka, Ill... 

James E. McCabe, director of market planning of Merck & Co., 
Rahway, N. J., has been named chairman of the Alumni Assn. of 
Wesleyan University, Middletown, Conn... 

The engagement of Sarah Harmon Nason, daughter of James R. P. 
Nason, exec vp of Kelly, Nason, New York, and Mrs. Nason, to Rob- 
ert Jay Clawson has been announced. A September wedding is 
planned... 

Richard O. Gibbs, United Advertising Corp., New Haven, has been 
— a director of Junior Achievement of Greater New Haven 

me. v« 

The Thomasville, Ga., Jaycee presented its highest honor, the Dis- 
tinguished Service Award, to L. Edward Kelly Jr., president and 
publisher of the Thomasville Times-Enterprise ... 


10 Geatawith thy Wi Seam 
WALDIE & BRIGGS, INC. 2°. 


— 


“tS 


CELEBRATION—Ten years of service with Waldie & Briggs, Chicago, 

for Creative Director Hal Boenisch (the catcher) and Account Man- 

ager Bob Skallerup (the batter) was the occasion for this dinner 

party. Scotch Bagpiper George Sims provided music for the guests 

including President Benjamin D. Waldie (right of bagpiper) and 
George L. Briggs (left of batter), exec vp. 


Clarke J. Trudeau, formerly of Beaumont & Hohman, Chicago, 
and immediate past commander of the American Legion’s Chicago 
Post No. 170, was the first winner of the newly established Earnest 
M. Roscher Memorial Trophy, top award of the American Legion 
advertising group’s annual golf outing. Other trophy winners at the 
tournament were Tom Wright, Leo Burnett Co., low net for guests, 
and Owen P. Whelan, American Legion, low gross... 

Harry A. Lee, vp of J. Walter Thompson Co., San Francisco, has 
been named chairman of the commerce and industry division of the 
United Crusade. Mr. Lee will direct next fall’s charity fund solicita- 
tion among 1,400 companies in the Bay area... 

David M. Botsford Sr., chairman of Botsford, Constantine & Gard- 
ner, San Francisco, has been elected a trustee of Pacific University, 
Forest Grove, Ore... 

Robert K. Leopold, son of Joseph Leopold, vp of Sullivan, Stauffer, 
Colwell & Bayles, New York, and Mrs. Leopold, was married June 
29 to Margaret Reeves at Bethesda, Md... 

John L. Coughlin, ad director of the Hartford Courant, has been 
elected to a three-year term as a director of the Hartford Chamber 
of Commerce. . 

Duncan Mounsey, exec vp and general manager of WPTR, Albany, 
has been elected to the board of directors of Albany County Tuber- 
culosis Assn... 

Max Ascoli, editor and publisher of The Reporter, just back from 
Israel, is now off on a cruise to Scandinavia with wife Marion and 
son Peter aboard the Bergensfjord ... 

Linda Joyce Karsh, a senior at Columbia University, was married 
last month to Roger Lee Gutwillig of BBDO... Anne B. Fairchild, 
daughter of Louis W. Fairchild, head of Fairchild Publications, was 
married June 29 to Carleton Jeffrey ...Hope Marie Condon, with 
the L. A. office of Young & Rubicam, will be married Aug. 31 to 
Ludlow Hall Rathbone... 

Lou DeMarco, New York salesman for ApverTISING AGE, has a 
second son, James Michael, who weighed in at 7 lb., 12 oz. on June 
ee 

Jimmie MacPherson, account exec with Calkins & Holden, New 
York, was married June 8 to Ellen E. Niedringhaus... 
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NOW -». The Houston Post delivers 


highest readership in the South’s largest market 


ey ol TH 


fpiTioN 
© rth DP de Serwwe of Aramiand Prem | sited Pree Hewsen's ten Laval Comemnge 


E HOUSTO PosT 4 2h 


Israclis yong & calse oe pond T roop U se 
Ash Gaza 7 

Guaranty In M ideast 
sree Last Move 


the Would Seek To 
Avoid I. Says Dulle- 


$200 Million Is 
Asked for W ater 


Thasteet Webel Pease Toe 


_ 


oN s tLe Nom BEM MONTER 
vs #/00.000 


4 Post Ls Offering gad POLICY 
Income Tax Books - 


P The Houston Post leads in readership of both news and advertising by 
Highest Readership 


both men and women readers. The Houston Post has the highest readership 
among Houston newspapers. This is proved by comparative readership 
studies conducted by Daniel Starch and Staff over a five year period. The 
Houston Post high readership is reflected in 1950-1957 circulation gains 
Largest Advertising Gains — the largest among Houston newspapers. Get results in the South's largest 


market. Pick the best read newspaper — The Houston Post. 


you need THE HOUSTON POST to cover the Houston market 


Represented Nationally By MOLONEY, 


Fastest Growing Circulation 


REGAN 4&4 SCHMITT 


mo a - ee 
Be ee ee a et ae ae 
ee a: Megs ES (ee LA a | aes: aaa : ve ; i a ee 3 Fisk. PRPIOee he Ne ee ee fo 
name yg yw Beet te es cee me ea = | nn ry. Sek id cae ae ie ee rte Saar” 7 5 palltee eg ae ace tei paabics Be ' Geter Cg 
Ee, a -— hae ers Pee ee <a ; = ee ~~ ae 8 3 ee a thes ae ee Ee a ae a 
wees ee es eer Ate. oie yi ee sa bikes Beet “Bes Beige area ane 5 uals Sigs Gacy ame ee ae ae Apes. j See aie eae Sofiia Laer in 5 Se ah De 
nah Ga cae a Fag aie a aN Sie , is ed SSARpees Shes oA Ra een ae iy ea cr ey Apel eran ecg Ce bs nea Ny = Bey eo iether cia Beenie ae OS = 4 
Ties ae j Ct ee a Mar EN f i : ; af ee rf Back eg saeco Bett a Wa Me iS Me Py eee a ee ea Se Prue a : i lie A aoe) he ee ea 
egae . ‘ ; Be ev: aldara het ralph iomes = ' EEE a eT eae et ee mea ey a eee ee a eee Ce eee ee a 
> 7 
, 
2 eat 
a a 
: a a 
wi be 
elle Ce 
ai “ed 
= a . ° > : ‘et * a - — oa ae 
aoa set na 5, as 4 aes = ° ‘ v) 7 4A _ ; d ‘+ 
iad +, ae : aes 1 F : : . ’ \ ~ . AC TT Miva { ° = . 
my Es > - . R d _ , 
: ie ‘- aw ~~ eee hh. oe saeis TSM), 7" 3 j 
: 5 % es ie eS ge . ee a j . - 
‘ ve ‘ 3 5 a ig Sy ee , mo — A 4 po . * 
pene) r ; a8. : oe > * g a = : Mea _—=z, + « — 
ie SP : be 3 é athe Weald ~ ee, : - ¢ ™~ rs yo ->* F 
ae eb es * nf J - wv SS - 
r i — 0 ae a —— ——- - Pb 7 = 
| i ge Ree. “ the , — ~~ mt 
i eat ~ = ‘ = i w 3 Se —— Ys ee 
a oat ? + nl oe ——— is: , wal : 
ie A — - * ie; Sie. L — -: * wre «3 : » 
iat eee ; ’ ae” Be } ~i a ae } 
: : oat Se ae eo 4 —— a oa j ~~ 
» a a . + ae ‘ P a oor Y , ee a if ey” - ¥ 
7 ‘ ae ot eae at ? ." ‘i ts . i“ 
eo z a i ; a f os ’ ‘ 
to ra, Ee ie | Si : : + : : 
ed sara fet rat Sp —— 2 5. . = 
a: 1 i yey ‘el : 4 7 y Bo ; . 
ae Co sak ai Mee ‘ a od gw FE .* oe : 
Ba ad a 4 ro 5 dae 7 . 7 . 2 - es & 4 
tn . hy ox t ms - p Y ° : ( 
-_ Re ers a eae: «ee 2 eae ' 
he bn od pee ae yen oe ee * 7 é ’ 
ee a Rt Pes oe e¢ . _ — ., * — d 
via eee i : ar ar . e @ 7 
_ me . ~ ~— ? M4 eee 
. aa Nal 4 eee x - = aa be 2 f = oii 
ee sae | a _. & pa * % 3 Be 
= rae : = ’ Bee ft 
ay sah! 4 -~ . i —_— +e ieee 
P eo a ~ sail Pe a - ew «< ia ad ‘ : 33 q : 
ioe wea Ie, . as 5 ar eee: 
aap ie 7 5 an bo a ee : - Rad sale 
Whory 22 ae a ee ae ass oe 
aia sine To a eel A ia = es d ke 4 ae im 
pee Piaee tee r e ~— : 
ain Wore: Toe ge : a wag = he. - 
g-) we - we: | Po) , ‘ ‘ 
ene ae NPs Pg hg? 6 : J ‘ : .\ \ 
le Bi Es ae eS i L ~ ~ . iis. 
han io = , bea . : . 
oe <—- veg. > —— 
Ba) ete ar Bae = Ves Derdiviebasaad Setrewel Uiaty - = . . “a : 
bi ad a Renueden Se eee ~ me) me 
% ae Sot 7 et >» S — «eg =, ~, 
wiry, es <2 \ Ei ; _ % 
elit 7 mee <H of () " b a — — 2 
St rk 4. “aie & : Cx = om =. — Sa eee 
be Reps a oe oat CT | WA ‘ee! . — 
: Bees ot % ry ym at pene tr oo pee a «hi 8 = z Ferg 
“2 ¢ aes . . Stacnas Pum uo Saavie eee eA Oe Seaerned ns L~ — =a Nie 14%. : Seige . 
“ ce Ne One: . Rees we — , Re : a. op! 
, ee eee 4 "ch wee, te _ — = : a ee -4 . 
prea 6 ees oe ; a - o> ion ota =<. ow ¢ A a c c ? 
“a 7 Pe : —_—— - —* eae w « ig ae «# - ee em wet + oe Tg wea ee __ 
aes ee ee ae r, S35 - : ar oS — ere “ek Se 
oe eer 4 yt ee ee | re 4s aoe an ©. ee cet ee ae « i: 
— : <i a I ee tt a etek: 
tony — _— — - ay =... Poe ee ee ee ee ere. . . 
my ~~ - oe ee — er © SEE meetin sme > E eine ae ‘ ser, an 
: = ; . ‘a2 eneelidred ke + Pee eee A as i ‘ “4 i 
i ¥e ae . “2 a R — vey ests , ae “ eke 2. 
ms: oe , = . Sy ' PRR ag J QO a 
= a (Te oe “al f yk ¥ a : . % a ape Ba eee yaa “2 
‘ ce et ee ee x df ‘ : a f BERD eta rr he ee, . ‘ ve ; 
. ote ; oS . _— ES a <= => m sai 
oe - a a» > » * 2 oa ee ee — ed 
cee > ~ a : . . oe Sh eee ae ae eee er 
F ge hy / iad ” > _ . \ . Lae = eee ne : . 
ay - y wv g “ty : ~ A ‘S Hess F aes d 
Z aa he ie , ou S ~~ : y 4 : ie y a ae 3 : 
aoe a : / i “jes ~ — + — — ~~ a 
er . F “7 7 ue . «~ “ = — ASE, i & os - te 
nah => “Sas » é deel 2 = SS —- ‘ ‘ * N as ~ q e 
aie . aE ; . e*. . > — = \ = mci ~. lag : 
. = fi , iy aie “a Be ~~ : al — aa 4S 7 ‘ Ee ™ a ore m . 
i : k ZA re oe - = _ : iin a 
a ihe a bi — SS SS | 
ee : ae “a+. . : ; 5 ae oe - , 
en : - ; OS eae co een ‘ _/~_ = so 
Ke : _ ould ? ’ ee aa Ot ge a Poe f.. "7 see , ~ . oe. 
a Aaa ee.” See Se, oo ee ee : BahN ine ess (eeu a ee. 
vi an ty ares Soa Tens = ac. 2a ' @ he: oie, » ae | 
> cae ne 7 ° ae . ie be ee 5 “ Re atts + * a — wn f pe ae 
Pe ia ae 2 (a 2 a a AMET Rg Raat +> ee eee ede 1 
pions ? . ge aah - < , a eS oe — peeeet? ee aa 
a 2 * ee ke Le ee Seer Ien eeeete os es ee 
— Dein an iK cit Mead ak ae Tin 5 © yo santee isi mene 
Re: SUT Sed celia RN sae. Ses, mre * , tw. Ee ec ceee? Rete ee a oe 
Res ETS: | SE RM Uae So ive») Pl RE , Fea See ota 
oe Oe ee ORES ane ae , ee <n ae a 
=o FOr ok ee eS Rei | tee ee rer me ae 
i ie a ena oy ees - eS bis Ree ne iy a ‘ eet Maer ee Sy Ae ae pe es he ti Er gett el Pe srt ct a ale 
a i. een a ae 7 iz TERRES Ee 0 EU I ein al dg Cokes eee ae aula a Sale scan reas ae! pee Ce : 
a es te alk le * ee (Se ) a Bet ET tee TE ge oR a A 9 ee a gg 
a eee cee _ anneal i i re tao — Se Lk eee”) oa ‘ 
‘ SN te, i, oe ee eh ee: =| Se ee 
a LES co NCC. One etn en ae es ee ihr i i re a eM yin ad cea ea 
tg NNN ES EAE OPA nes at eee ee he ne oS ny oe eerie 0 een re igs at SS ae : 
ia : es ee og LOA DSS ase enn age RRM (oo es — cel Pp pe eer, a ames a, 
me 2 es : : ; aes ae ee ee er ee | ee ee Sy 
ep er ae Fala Egg 
wa , beet 
a aoe 
Fs 
si co 
; Tt ser 
& 
ac ie. 
- ee % 
rt ee eee 
tn. i a ie al 
<a 
= ese 
. oF # 
ts aa a 
- a 
ee Bet 
ale 
2 saan 
Es 
SS es —_ 
‘ ‘ 
gt ep tie  men Deeg ee ee Satie 
ea. Mee Cy .; Sih 8 CE ROE. aCe A “ oF else (ely he hae pisos 5 He ie Tate eae : , ieee 
i Ne Pelle . ‘* ; r 3 ye ee See We os : ae kts |. oe ee ‘ % tet eee ee Riot ee ae eee Bil “Gas ae ea 
> ie fiw 5 Seis heey <b oat aes rete ES Sed ipsa uh de eal ee ye ao ia ee pee ee cee Seer a a ee 34 ag ee ee J a aa 
os, Wee See th, 5 OS ee See a a ee ae TR a eee leg Gok oi: ope” & — oe ie Sn es ; nS igs aa : awed Se ete Beis oy es ee ee 4) 5 ey 
Ves, Sg ee ey : eee Se ee eee i oe i eae vig 8 gee ne ese). tt fens: 2 


TowneXPride 


TOPPINGS 


wanted To capture the 


ae v- a 


All small fry like ice cream. But delicious Towne -Pride Toppings make! it a ay LAT 

sensation. Schmidt’s job was to turn this fact into extra sales and extra profits! Corrugaeed designcts | f 
created a home ice cream fountain as a premium. The same fountain became a display bin af 

the point-of-sale. This effective tie-in did the job. Retailers chalked up heavy sales gains in both ice ase Ss 

and Towne-Pride Toppings. Now everybody is happy with such excellent related -item siting. a 


Fa 


To get this kind of sales action on your product, call on Schmidt. Their experience “pays: off! 


chmidt 4.“ 


LITHOGRAPHY THAT SELLS 


Point - of -Purchase Materials © Posters * Labels © Cartons ©* Shipping Cases 
Calendars © Recipe Booklets * Catalogs * Corrugated Floor Stands © Seed Packets 
Gift Boxes © Brochures © Direct Mail Materials * Ad Pads © Outserts 


New York Seattle 
Chicago Honolulu 
Orlando Fresno 

San Antonio Sacramento 
Harlingen Los Angeles 


Towne Pride Home Fountain 


Portland San Francisco 
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Make your SUNDAES ia 
at Home ! 
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INOUSE BROADCASTING 


Typical 


¥ ESTINGHOUSE 


Overdoor Card 


omen me Oy 


> 


DAVID E. PARTRIDGE, National Advertising & Sales Promotion 
Manager of Westinghouse Broadcasting Company, Inc., says: 


The prime prospects for national spot radio & TV 
schedules on our stations are ad agencies, and company 
advertising and sales executives. We’re using the impact of 
TDI overdoor train cards in Westchester-Connecticut 
commuter cars to reach a high concentration of these prospects. 
We expect TDI’s twice-a-day impact on ad industry commuters 
to be an important addition to our trade campaign. 9 


TITY] TRANSPORTATION DISPLAYS, INC., 70 East 45th Street, New York 17 


STATION POSTERS * CAR CARDS * DIORAMAS © TERMINAL EXHIBITS © TIMETABLES © MENUS 


MARKS OF A TRADE, The snake, famed for healing 
nia power, coils on Aesculapius’ staff, age-old medical 
i sign. The Greek word “caduceus” is from the verb to 
proclaim. The proclaimers of old carried a wand or 
staff 
as messenger of the gods, carried a caduceus with 2 


a caduceus—as a sign of their authority. Mercury, 


serpents twined about it to denote wisdom, and 2 


small wings at the top signifying dispatch, 


“ORLO 


#EG. U.S. PAT. OFF £6. U.S. PAT. OFF. 


Use them to build your business! 


As the caduceus distinguishes the medical profession, our art work, ete. 
trademarks distinguish the unique qualities and character- 
istics of our two modern-living fibers. ““Orlon” distinguishes 
our acrylic fiber; “Dacron”, our polyester fiber. As we use 
and protect these trademarks, they become more meaningful 
and valuable both to consumers and to the trade. 


For handy folders on proper use of the trademarks 
“Orlon” and “Dacron’’, write Textile Fibers Department, 
Section AA, Room N-4531, E. 1. du Pont de Nemours & Co. 
(Inc.), Wilmington 98, Delaware. 


TEXTILE FIBERS 


When using these trademarks, always remember to: 
Distinguish “‘Orlon” and “Dacron’’—Capitalize and use 


quotes or italics or otherwise distinguish by color, lettering, TTER THINGS FOR BETTER LIVIN 


FTC Prohibits Int'l 
Paper from Buying 


Competitors’ Stock 


| WASHINGTON, July 9—The Fed- 
/eral Trade Commission last week 
|announced a consent order which 
prohibits International Paper Co., 
New York, from acquiring any in- 
terest in competitors during the 
next 10 years. 

The order also seeks to bolster 
| competition in the paper industry 
jin the West by requiring Inter- 
‘national to (1) dispose of stock 
| which it holds in Longview Fiber 
Co. and (2) guarantee that at 
|least 40% of the production of a 
| new International mill on the West 
| Coast will be sold to non-inte- 
| grated wholesalers, converters and 
| other purchasers in 11 western 
| states. 

The settlement is the outgrowth 
of a complaint which FTC issued 
after International acquired the 


N” and “DACRON’” are trademarks, too 


Describe them—Use the phrase “Orlon” 
acrylic fiber or “Dacron” polyester fiber at least once in any 
text. Designate then—In a footnote or otherwise designate 
“Orlon” as Du Pont’s trademark for its acrylic fiber and 
“Dacron” as Du Pont’s trademark for its polyester fiber. 


DEPARTMENT 


REG. U.S. PaT OFF 


THROUGH CHEMISTRY 


Advertising Age, July 15, 1957 


| Long-Bell Lumber Corp. last No- 
vember. FTC said the merger, 
which also gave International a 
substantial interest in Longview 
Fiber Co., a leading West Coast 
paper company, tended to add to 
International’s leadership in the 
paper business. 


e FTC Chairman John Gwynne 
pointed out that International al- 
ready has capacity to produce 
more than three times as much 
paper and paperboard as its larg- 
est competitor and for many years 
has been the price leader in the 
field. He predicted the settlement 
will be effective in stemming the 
recent trend toward acquisitions 
in the paper industry, and in 
maintaining competition. 

The FTC chairman predicted 
much of the future expansion in 
the paper industry will be on the 
West Coast, where ample softwood 
supplies are available. By requir- 
ing International to sell at least 
40% of its output to non-integrated 
companies, he said, these smaller 
firms are assured a steady supply 


of paper and paperboard for at 
least a decade. 
The provision requiring Inter- 


national to dispose of its stock in- 
jterest in Longview Fiber Co. was 
inserted because Longview is an 
important competitor on the West 
| Coast. The stock in Longview was 
| acquired as a result of the acquisi- 
}tion of Long-Bell Lumber Corp., 
|a holding company which held 
| Longview stock along with other 
interests. The stock is to be placed 
| in a voting trust, with a 10-year 
period allowed for ultimate sale. = 


= 


Pen, Pencil Group 
Reports Unit Sales 
Gain 21% in 1956 


WASHINGTON, July 9—Mcre peo- 
ple are writing more than ever be- 
fore. 

The Fountain Pen & Mechanical 

| Pencil Manufacturers Assn. re- 
|leased figures last week which 
;showed a 1956 gain of approxi- 
mately 21% in unit sales and 13% 
| in dollar sales of mechanical hand- 
| writing instruments. 

| Total industry product sales are 
estimated at 376,000,000 units, com- 
pared with 310,000,000 in 1955. 
Their factory value is placed at 
$133,000,000, compared with 1955 
figures of $118,000,000. 

| Sales of fountain pens, mechan- 
|ical pencils and desk sets were up, 
but the sharpest increases were 
made by ball point pens, which 
rose from 211,000,000 units in 1955 
to 266,000,000 last year. Factory 
|dollar value went from $51,000,000 
to $64,000,000. 

The association has been com- 
piling figures since 1951. They are 
based on projections made from 
surveys involving 65% of the in- 
| Gustry’s factory dollar volume. + 


Kopp & Cao Form Art Agency 

Kopp & Cao, a new advertising 
art agency, has been set up in 
| Mexico City to specialize in tailor- 
|}ing American ads to Latin tastes 
jand Latin ads to American tastes. 
| Partners in the new enterprize are 
Fred Kopp, who heads Fred Kopp 
Advertising Art, Los Angeles, and 
Jose Cao, who has been art di- 
rector of Godoy & Cross Adver- 
tising, Cuban representative of J. 
Walter Thompson Co. 


| Richard-Lewis Adds 2 Accounts 

Richard-Lewis Corp., New 
York, has added two new ac- 
counts: Alloy Flange & Fitting 
Corp., Brooklyn maker of flanges 
and flanged fittings, and PMC 
Industries, Hackensack, N. J., 
manufacturer of special bottle 


capping machines. 
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For R.O.P. Spot and Full COLOR... 


SEVEN DAYS A WEEK 
IN PHILADELPHIA... 


The Evening and Sunday Bulletin 


Complete color service—seven days a week—is available 
in Philadelphia’s home newspaper—The Evening and 
Sunday Bulletin. This gives advertisers even more im- 
pact to produce greater sales in the giant 14-county 


Greater Philadelphia market. 


Home is where buying begins. The Bulletin goes home 
... delivers more copies to more people every seven 
days in Greater Philadelphia than any other newspaper. 
Philadelphians like The Bulletin. They buy it, read it, 


trust it and respond to the advertising in it. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madi- 
son Avenue * Chicago, 520 N. Michigan Avenue. Representatives: Sawyer 
Ferguson Walker Company in Detroit + Atlanta * Los Angeles + San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Lambe & Robinson |Dow, Dobeckmun Merger Set (‘Film Sponsor’ Changes Name ___ public relations company at 220 S. publisher David S. Ingalls, effec- 
4 Dow Chemical Co., Midland, Film Sponsor, published by State St., Chicago. The agency will tive July 1. His successor is Wil- 


| Mich.. and Dobeckmun Co., Cleve-| Photography in Business, New ‘Pecialize in industrial and finan- liam M. Schmidt, advertising 
Y&R Swap Hedley land, F mort riccpmtnine ae to vest ban “changed its name to “al accounts. Mr. Tretbar was for- sales manager since 1955. 
Products in Britain merge effective Aug. 31. The mer-| Film Media. Sponsor Publications, merly an account executive at 

‘ger is subject to the approval of New York publisher of Sponsor, Burson-Marsteller Associates, Chi- Krueger Promoted 

Lonpon, July 9—Thos. Hedley & | Dobeckmun stockholders at their contended that the original title ©*8° Ralph H. Krueger has _ been 

Co., Procter & Gamble’s giant) meeting Aug. 30. Dow common was an infringement on its regis- | named assistant advertising man- 
British subsidiary, has announced | stock would be given to Dobeck-| tered trademark. Film Media first Finn to Times-Star PR Post ager of the Chicago division of 
that, effective Aug. 1, two of itS/mun stockholders on the basis of appeared June 25. Karl T. Finn, ad director since | Kendall Co. Mr. Krueger was for- 
agencies here will swap detergent | three-quarters of a share of Dow | 1940 of the Cincinnati Times-Star,| merly product advertising assistant 
accounts. | stocks would be given to Dobeck- | Tretbar Opens Agency has been named assistant for|in the ad department of Bauer & 


On that date, Lambe & Robinson | 
will relinquish the Daz account to 
Young & Rubicam. In return,|~ ile 
# Young & Rubicam will relinquish 
¥ the Tide account to Lambe & Rob- 
o inson. 
Both products were introduced | 
in Britain by their respective cur-| 
rent agencies. 

Hedley calls the switch a “logi- ‘ 
cal development,” since it brings | 
the two accounts into line with 
those handled by the agencies’ 
U. S. counterparts. In the U. S., 
Y&R handles Blue Cheer, which is 
the equivalent of Daz (a heavy- 
duty blue detergent). American 
advertising for Tide is handled by 
Benton & Bowles, which recently 
entered into a working association 
with Lambe & Robinson (AA, 
April 22). 

The realignment is a clear indi- 
cation of P&G’s policy of world- 
wide integration of advertising 
(AA, May 6). 


® Both Tide and Daz are heavily 
promoted here. In 1956, Hedley 
spent $1,400,000 on magazine and 
newspaper advertising for Tide 
and $1,100,000 on Daz. Tide has 
been the top-selling detergent in) 
Britain from its inception. Daz is 
in a close fight with Unilever’s 
Omo for second place. 

In other developments on the 
British soap and detergent front, | 
both Unilever and Hedley are in- 
troducing new products. 

Hedley is test-marketing Fairy 
: Snow, a soap powder, in the Man- 
a chester area. Young & Rubicam is 
“3 handling the test. And Lever is 
introducing Sun, a canned liquid 
detergent believed to be the equiv- 
alent of the U. S. eompany’s Wisk. 
Lintas Ltd., Lever’s house agency, 
is handling. + 


mum stock. Everett E. Tretbar has opened a! public relations to Times-Star Black, a division of Kendall Co. 
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Spadea to Goehring, Pennoyer 

Spadea Fashions Inc. and Spa- 
dea Syndicate, New York, produc- 
er of Spadea patterns, have ap- 
pointed Goehring, Pennoyer, New 
York, as their first advertising 
agency. 


Nash Named Sales Head 
E. A. Nash has been named di-| 
recior of gas appliance sales by | 
the Norge division, Borg-Warner | 
| 


Corp., Chicago. Mr. Nash was for- 
merly with Servel, Evansville, | 
Ind., as general sales manager. 


Imeagos i" | action in business 


ae results when you advertise in 


low prices 

aaa aes é2 z 8x10 “Industrial development is top-level selling — among duce well. The response to the ad in your January issue 

prints 2 a Ct on owners, partners and ranking executives who plan expan- is particularly gratifying.” 

6.08 9.50 sion and select the sites,” says Walter S. Jackson, Adver- 
250 17.50 22.50 a eee : ’ ant-si i “ 
500 30.00 42.50 tising Manager, Chesapeake and Ohio Railway. _ Other plant-site advertisers echo the story of excep 
vee0 55.00 75.00 tional results produced by Nation’s Business. They are 
eng _ 1.65 Nation’s Business reaches these people for the C&O. joined by advertisers of practically every product and 
Its 1957 schedule in Nation's Business is double that service of interest to businessmen. 
CSruMme GLOSSY PRINT of 1956 

- Nation’s Business gives you two things no other maga- 
C p { And Neil E. MacMillan, Director of Advertising for zine in its field can give: (1) an audience composed pri- 
for brochure the Economic Development Administration, Common- marily of the owners, partners, and presidents in manu- 


wealth of Puerto Rico, says: “Our industrial develop- facturing, banking, retailing, wholesaling, construction, 


PH eee MATIC | ment advertising in Nation's Business continues to pro- transportation, every type of business, nationwide—of its 


59 E. Ilinois $t., Chicago 11, Hil. 
1 4-2930 
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Oneida Lid. Introduces 
Ballad Pattern in Drive 
The community division 
Oneida Ltd. Silversmiths, Oneida, | 
N.Y., will introduce its new Ballad 4 _ 
pattern in a magazine campaign theme is “Romanticism returns... 
running from September through | i” beautiful new Ballad pattern” 
Dec. 22. Insertions have been|@"d the photographs, by Irving 
scheduled in 11 magazines, includ-| Penn, follow the format of the 
ing American Home, Better Homes |current Community campaign—a 
& Gardens, Bride’s Magazine,| piece of silverware poised over a 
Charm, Good Housekeeping, La-|plate of fancy food. The ads also 
dies’ Home Journal, Living for! feature a special introductory offer 


Progressive Farmer and The New 

of Yorker. 
The campaign opens with a color 
spread in the September LHJ. The 


Young Homemakers, Mademoiselle, | 


of eight serving pieces free with;Chicago. A national advertising 
eight plate settings. Batten, Barton, | campaign, scheduled to begin in 
Durstine & Osborn, New York, is| September, includes ads in The 
the agency. Saturday Evening Post and other 
national magazines, four-page in- 
| serts in trade magazines, and point 
‘of sale materials. 


New Company Names KH&C 
Kircher, Helton & Collett, Day- 

ton, O., has been named to handle 

advertising and public relations for | IMN Accepts R.O.P. Color 


Dicks-Armstrong-Pontius, formed Industrial Machinery News, De- 
by the merger of Dicks-Pontius |troit, effective with the July issue, 


Co., Dayton, its subsidiary, Landen’ is accepting r.o.p. color—black plus | 
'Putty Works, and Armstrong Co.,|one standard color. Color will be 
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Industrial development advertisers 
in Nation’s Business 1956-57 


Baltimore & Ohio Railroad 

Bank of the Southwest 

British Columbia 

Chesapeake and Ohio Railway 

Colorado Department of Development 
Georgia Forward 

Georgia, State of 

Indiana Department of Commerce 
Minnesota Dept. of Business Development 
Missouri Div. of Resources & Development 
Missouri-Kansas- Texas Lines 

Missouri Pacific Lines 

The National State Bank of Newark 
Norfolk & Western Railway 

North Carolina Dept. of Conservation & Development 
Pennsylvania Department of Commerce 
Pennsylvania Railroad 

Puerto Rico, Commonwealth of 

Rhode Island Development Council 

San Jose Chamber of Commerce 

Texas Gas Transmission Corp. 

Union Pacific Railroad 

Utah Power & Light Co. 

Western Pacific (Tidewater Southern Railway Co.) 


4 


AK 


Nation’s Business 


779,000 subscribers, 550,000 fall into these categories; 
(2) a circulation large enough to encompass the entire 
business market—the ranking executives of major pub- 


, 2 a : . tives of business bers of the National Chamber of 
licly owned corporations as well as those important, — 
upward-reaching smaller businesses which are the back- prs a Rin 704,586 businessmen who have personal 


bone of our expanding economy. 

This explains the constantly growing productivity of 
Nation’s Business as an advertising medium. Advertising 
linage for the first seven months of 1957 is up 17.1% 
over the same period in 1956... . and July is the 19th 
consecutive month of linage gain. Action in business 
results when you advertise in Nation’s Business. 


779,902 PAID CIRCULATION (A.B.C.), including 75,154 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, N.Y. 


Washington * Chicago * Philadelphia * Detroit 
Cleveland * San Francisco 


of 


view 


NEAT—Here 
| Goodyear Tire & Rubber Co.’s 
|newest outdoor sign in Ohio. The 


is a night 


| sign, in a landscaped area, is the 


same on both sides. It was built by 
General Outdoor Advertising Co. 


| confined to one, or two consecutive 
| page ads only, and will run at $65 
{more than the b&w page rate of 
$370, one time. 


aed 


QUAD-CITIES. 


FIRST 100 MARKETS 


COLOR 


now available 
daily in 
MOLINE DISPATCH 


and 


ROCK ISLAND ARGUS 


Quad-Cities’ Largest 
Combined Daily Circulation 


_ MOLINE ff 
DISPATCH 


and 


ROCK ISLAND 


4 
4 
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ARGUS — 
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REPRESENTED BY ALLEN-KLAPP CO, 
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TIRES TAKE AN 


Substituting fission products for heat and pressure in the vulcanization of 
tires is another possible use for atomic energy. Dr. F. K. Schoenfeld, Vice 
President in charge of Research at B. F.Goodrich Company, tells of recent 
experiments at the AEC’s National Reactor Testing Station in Idaho: 


“It took many people to work out this radical new application of 

nucleonics to tire manufacture. AEC personnel, our own scientists, tire 

designers and production experts were all involved. They had to keep in 

. constant touch with all the new developments in their own fields and in 

related activities. In my opinion, business and technical magazines have been 
one of their most important sources of information.” 


At B. F. Goodrich, 793 Key Men 
Pay to Read One or More McGraw-Hill Magazines 


Wherever men in business and industry must keep up with changing 
technologies, you'll find them subscribing to McGraw-Hill magazines. 
Each of these magazines is edited with one purpose—to help readers in 
their day-to-day jobs. That’s why each is a leader in its field, and why your 
advertising messages here reach such a responsive audience. es 


McGraw-Hill Publications 


McGraw-Hill Publishing Company, Incorporated, 330 West 42nd Street, New York 36, New York 


FIRST TIRE ever “cured” by nuclear energy is checked by Goodrich scientists. The tire, 
encased in a steel mold, is rotated slowly over radioactive elements while immersed in 
17 feet of water to protect workers against stray radiation. This process may eliminate 
standard vulcanization, save time in production, and result in a tire with better than 
average resistance to aging, deterioration, wear and abrasion, according to Goodrich. 
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French Told of | 
Economy, Utility of | 
U.S. Business Papers 


New York, July 9—French man- 
ufacturers are interested in ex- 
porting to the U.S., but they are 
“woefully ignorant” of the use of 
business papers in reaching dis- 
tributors, wholesalers and dealers. 
So says Dick Lurie, editor of 
American Exporter, who has just 
returned from a four-month stint 
as a member of a U:S. trade mis- 
sion to France. 
Mr. Lurie, who helped to staff | 
U.S. exhibits at industrial fairs in| 
Lyon and Paris, told ADVERTISING | 
AGE last week that 90% of the in-| 
quiries directed to the trade mis- 
sion concerned export efforts to 
America. } 
“We talked to some 500 manu-| 
facturers,” he said, “and I found 
that very few of them were con- 
scious of the importance of US. 
trade media in reaching trade cus- 
tomers. They always came up with 
the standard response: ‘Advertis- | 
ing is too expensive in the U.S.’” 
Mr. Lurie said he used Standard | 
Rate & Data and the annual Mar- 
ket Data & Directory Number pub-| 
lished by Industrial Marketing to) 
show French business men that 
they could run a substantial cam- 
paign in trade media for less than 
$1,000. 


s One of the big hits of the U.S. 
exhibit, he reported, was the dis- 
play of 400 to 500 business papers. 
While on tour in France, the mis- 
sion used a portable library of| 
business papers to show French- 
men how they could reach im- 
porters, manufacturers’ represen- | 
tatives, distributors and retailers 
in a given field. 

Mr. Lurie believes publishers of 
U.S. business papers would do well 
to appoint space representatives in 
Europe. He said that even French 
manufacturers who already are 
selling to the U.S. are unaware of 
the potentialities of business paper 
advertising. 

As a tip to interested publishers, 
Mr. Lurie noted that the names 
of the 500 French manufacturers 
who have expressed interest in ex-| 
porting to America are on file at| 
the Bureau of Foreign Commerce, | 
in Washington. 

“I feel this is an excellent pros- | 
pect list,” he said. “A list like this | 
is compiled for every country 
where we have a trade mission.” # 


Bell & Howell Boosts Higgins 

Richard D. Higgins, manager of 
product planning for Bell & Howell | 
Co., Chicago, has been assigned | 
the additional title of market plan- 
ning director, a new post. 
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'Coats & Clark Sets Fall 


run in September, October and 
Push for Zippers, Thread November issues of Farm Journal, 
Coats & Clark Sales Corp., New 
York, will promote its “dyed-to- 
match” zippers and thread in a 
fall campaign in 11 magazines. The 
ads are based on the idea that the | 
biggest shopping difficulty for) 
most women is visualizing the way 
fabric in the bolt will look made GE Names Emery, Yarbrough 
up in a specific pattern. | C. Kenneth Emery has been ap- 
The ads therefore feature spe-| pointed manager of media plan- 
cific patterns made up in specific | ning and research, and Kenneth F. 
fabrics. Detailed credits are given| Yarbrough, manager of advertis- 
for the fabric, patterns, sewing | ing personnel development, in the 
notions, etc., used. The series will! advertising and sales promotion 


enteen and Woman’s Day plus the 


terick, McCall’s, Simplicity and 
Vogue. Kenyon & Eckhardt, New 
ork, is the agency. 


McCall's, Progressive Farmer, Sev- | 


five pattern books: Advance, But- | 


| department of General Electric Co., 


Schenectady. Mr. Emery, formerly 
manager of advertising personnel 
development, succeeds the late H. 
W. Leland. Mr. Yarbrough, for- 
merly manager of advertising and 
sales promotion of the company’s 
New England district of the ap- 
paratus sales division, succeeds Mr. 
Emery in his former post. 


Stardust Sets Fall Push 

Stardust Inc., New York, will 
advertise 
slips in Charm, Glamour, Good 
Housekeeping, Ideal 


its Stardust bras and| 
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Group, Life, Mademoiselle, Seven- 
teen and the True Story Women’s 
Group this fall. Dealer helps, in- 
cluding racks and displays, stream- 
ers, newspaper mats and radio and 
tv scripts, are also planned. Nor- 
man D. Waters & Associates, New 
York, is the agency. 


Wm. Reilly Inc. Opens 

William Reilly, who resigned last 
month as manager of Adam Young 
Inc., Chicago, radio-tv representa- 
tive, has opened his own radio-tv 
rep company, William Reilly Inc., 


Women’s |55 E. Washington St., Chicago. 
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Harger Opens New Research 
Company in Lansing, Mich. 

Arthur J. Harger, head of the 
media representative company 
bearing his name, has organized 
Arthur J. Harger Advertising, with 
temporary headquarters at 130 
Shepard St., Lansing, Mich. The 
company will offer full consumer, 
industrial and market research 
services to both local and state- 
wide advertisers. 

Clients of the new company to 
date include Michigan Music As- 
sociates, Snowkist Ice Cream of 
Michigan, Chemoglass Corp., R-H 


Foods and Pontoon Boat Co. of 


Michigan. 


Soiltest Names McNeil 
Thomas J. McNeil has been ap- 
pointed public relations director 
and eastern manager of Soiltest 
Inc., Chicago and New York man- 
ufacturer of engineer testing 
equipment for soils, concrete and 
asphalt. Mr. McNeil formerly was 
pr director of Woodward & Byron 
Inc., Westport, Conn., and recently 
returned to the U.S. after five and 
one-half years with the U.S. In- 
formation Agency in the Philip- 


pines and Germany. 


TV Week Sept. 8-14 Slated 

Sept. 8-14 has been slated as 
this year’s National Television 
Week, sponsored by the Television 
Bureau of Advertising, National 
Assn. of Radio & Television Broad- 
casters, National Appliance & Ra- 
dio-Television Dealers Assn. and 
Radio-Electronics-Television Man- 
ufacturers Assn. The special week 
will be used as a springboard for 
a broader “Television Fall Festi- 
val” of industry advertising and 
public relations this fall. 


Edstrom Named Ad Manager 

Babcox Publications, Akron, O., 
has named Bernie G. Edstrom re- 
gional advertising manager of Au- 
tomotive Chain Store in Ohio,| 
western Pennsylvania, and western 
New York state. 


Schering Promotes Micali 

Paul J. Micali has been appoint- 
ed assistant advertising manager of 
Schering Corp., Bloomfield, N. J.} 
Formerly Boston sales division | 
manager, Mr. Micali joined the} 
pharmaceutical manufacturing 
company’s sales force in 1950. 


r a sar 


you're in.. 


TAKE TWO AND SEE—“To accent flair 
and eliminate glare, you need two 
pair,” says the Sun Glass Institute 
in its 1957 summer promotion. Ac- 
tress Sandra Church was chosen 
Miss Sunglasses, 1957. 


3 Big Reasons 
Make HOSPITALS 
Ist Choice in the 
$5 Million-a-Day 
Hospital Market 


sewnman of ree 


1. During the same period in 
1956, HOSPITALS gain in average 
total paid circulation was 3 times 

‘that of the No, 2 hospital field 

| publication. 


advertisement in HOS- 
reaches 25% more sub- 
in the United 


market, your primary market. 


2. Your 
/PITALS 


scribers States 


| 3. Since becoming the only twice- 
a month publication serving the 
hospital field, 92 new advertisers 
have selected HOSPITALS to 
carry their sales message. 


Send for Comparative 
Circulation Report 


HOSPITALS 


Journal of the American Hospital Assn. 
Sales Department 

18 East Division Street 

Chicago 10, Illinois 


| Please send Comparative Report on 
| Hospital Publications. 
| 
a A Ore ee ee ee PDs «snd 4a0 
ere eee ye a oe 
a es eee, | 
Wisi ivitiyie MDs och e cet 
Sobbe vs okcpeesh ioe eS 


HOSPITALS 


Journal of the American Hospital Association 
' 18 East Division Street, Chicago 10, Illinois 
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U.S.I. Chemical News, 
Pioneer Edit-Style | 
Ad, Marks 25th Year 


New York, July 9—An adver- 
tisement is celebrating a silver 
anniversary. For 25 years the 
“U.S.I. Chemical News” has been 
appearing month after month in 
business papers as an advertise- 


ment of U. S. Industrial Chemicals , cause of the useful news on chemi- 
Co., a division of National Distillers cal progress that it publishes. 
& Chemical Corp. The editorial] information used 
In 1932 the news-bearing ad was|in the insert frequently covers 
'a new concept in industrial adver- | news of products manufactured by 
\tising. It still clicks, in the same| other companies, as well as spe- 
| blue-on-blue format. And its prin-| cific USI news. Probably because 
cipal aim continues to be to pro-| of this, the insert is one of the most 
vide a service to customers and | Successful advertising campaigns 
potential customers in the chemical | ¢ver used by an industrial adver- 
industry. It continues to attract | “ser. 
readership and draw inquiries be- | 


|= “U.S.I. Chemical News” has rat- 
+ 


ed consistently among the “best 
AND NOVEL T= ss 


read” ads since magazines started 
readership studies a few years ago. 
In Chemical Engineering, for ex- 
ample, it has remained consistently 
at the top in readership according 
to Starch surveys, started in 1955. 
|\In Chemical Week a_ similar 
high readership rating has been 
achieved during the year and a 
jhalf that the magazine has con- 
ducted readership studies. Fos- 
dick’s 1957 study of Industrial and 
Engineering Chemistry shows 
“U.S. Chemical News” with the 
|*highest noted” and “highest read- 
jership” ratings. 

The April issue of “U.S.1. Chem- 
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LET’S EXAMINE THOMAS REGISTER 


FULLY PAID CIRCULATION 


22,913 =PAID Current ABC 1956 Edition. 


8,214 -PaiD ABC 1955 Edition. Subscribers not purchasing 1956 Edition 
but who purchased in 1955 and use this year old Edition of 
T.R. habitually, nevertheless. (Total 1955 ABC 22,728) 


3,264 -=PAID ABC 1954 Edition. Subscribers who did not purchase 1955 
or 1956 Edition but who purchased in 1954 and usually 
diieientitininetnme purchase every third year. This group uses T.R. habitually 
34,391 and tell us they do. (Total 1954 ABC 22,025) 


1,061 =Copies repurchased from yearly subscribers when Edition is year 
old and resold at $13.50 to companies who do a smaller 
volume of purchasing. 


35,452 


-PAID COPIES 


This is the circulation we mention from time to time in print 
and otherwise. We believe it is a fair evaluation . . . it is 
verified, non-duplicated, accurate and constitutes a valuable 
unmatched “Buyership” contact with the major part of the 
total Industrial Purchasing Power of the United States. 


In computing our current Paid Circulation we have omitted entirely the circulation we deliver FREE 
of cost to American Embassies, Legations, Consulates and U. S. Information Agency Centers. For com- 
panies who desire export business this circulation is of inestimable value. Reports from the diplomatic 
offices show daily references to the copies of Thomas Register. Such copies have been distributed for 
over 40 years at the request of the State Department and are an accepted showing of American 
Industry to the world. 


372 copies of the current edition were shipped without charge to these offices. 


One of the reasons for use by many concerns of older editions of T.R. has been the accuracy 
and encyclopedic completeness of each edition. Every year and for each edition listings are 
and have been checked with the individual industrial manufacturer represented. This bas been 
4 continuous practice of Thomas Register editors for over 40 years and in order to accomplish 
this tremendous feat, over 1,000,000 type line product listings are set each year. 


To the skeptic who may question the fact that year old or older copies of Thomas Register are in daily use, we have hundreds 
of unsolicited letters from yeor old subscribers stating their intention to subscribe for the next edition, and reiterate their 
intention to continue the use of their present edition for purchasing informati clusively 

We will be glad to show these letters to anyone who might desire to see them. 


Subscriptions to Thomas Register ore solicited and accepted only from exclusive T.R. invitation lists of rated com- 
panies who show evidence of volume purchasing by such executives os Purchasing, Administrative, Engineering, 
Production, Research, Design, Plant Operation, ete. Others requesting @ current edition of T.R. are referred to yeor 
old purchase or other source for their information. Note: in 1956 over 300 orders were received and refused from 
companies who did not meet the rigid T.R. subscription standards. 


When we try to buy back year old copies a vast number of our subscribers write to us statin 
that they use the older copies in other plant departments or divisions. The quantity thus — 
can not be accurately determined but a very conservative figure we believe would be 20,000. 


.»-thus our conservative claim of over 50,000 copies in daily use by American Industry! 


PRODUCT |=) THOMAS REGISTER 


INFORMATION | 
HEADQUARTER J NEWYORK 1 NEW YORK 
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ical News” was selected as an out- 
standing example of current rea 
notch advertising for inclusion in| 
the cornerstone of the New York | 
School of Printing building. 
USI was apparently the first | 
company to use a news teetenqns: 
to solve the problem of how to ad-| 
vertise basic chemicals—products | 
frequently so similar to the com-| 
petition’s that “reason-why” adver- 
tising themes are difficult to de- 
velop. The objectives originally set 
for the campaign are still valid— 
to acquaint industry with new} 
USI products, to inform readers of 
new developments utilizing USI, to 
keep industry aware of the com- 
pany’s diverse line and to build 
good will among customers and 
prospects. 


® USI product sales managers and 
men on the account at G. M. Bas- 
ford Co. screen dozens of publica- 
tions and hundreds of publicity re- 
leases each month for material for 
stories. The final selection of ar- 
ticles is made from material the 
company and agency agree is most 
newsworthy. 

Names of outside products and 
manufacturers are not reported in 
news items. These are keyed in- 
stead. Readers are invited to write 
in if they want further informa- 
tion. 

The agency directs inquiries to 
the appropriate source and keeps 
a tally of them as a running check 
/on readership. From June, 1956 to 
| June, 1957 more than 5,000 inquir- 
ies were handled, and they were 
reportedly of a uniformly high cal- 
iber. 

Since its beginning, “U.S.I. 
Chemical News” has been widely 
|imitated. It was the first so-called 
house-organ type ad. Its success in 
getting readership is attributed to 


Advertising Age, July 15, 1957 


SPLASHY—Lois Conway reminds re- 

tailers to tie in with Church & 

Dwight’s promotion of baking soda 

baths for relief of muscular aches 

and pains, sunburn and other sum- 
mer irritations. 


true editorial basis. The items are 
written tersely and factually, and 
editorial balance and quality are 
carefully considered. 


® Currently, “U.S.I. 
News” runs as an 
monthly basis in the following 
publications: Chemical & Engi- 
neering News, Chemical Week, Oil, 
Paint & Drug Reporter, Chemical 
Engineering, Chemical Processing, 
Industrial & Engineering Chemis- 
try, Chemical Engineering Prog- 
ress, and alternate months in 
Drug Trade News and Drug & Cos- 
metic Industry. 

In addition to publication adver- 
tising, the inserts are mailed out 
on a regular monthly basis to a list 
of 17,000 active and potential cus- 


Chemical 
insert on a 


the fact that it is produced on a 


tomers. + 


ARE YOU PLANNING A 
CONVENTION or EXHIBIT? 


For The Most Successful Event 
You've Ever Held 


Capital . . 
of the D. C. Armory 


LARGEST! 136.000 Squore Feet! 


60,000 additional Sq. Ft. on lower level. 


MOST COMPLETE! 


Drive-in Facilities * 1,500-Car Parking Area 


MOST CONVENIENT! 


For FREE Colorful Brochure 


and further information, 
write, wire or phone: 
Arthur J. Bergman, 
Manager 
eee eee ee 


ONLY IN WASHINGTON—can you command the attention 
of the world’s most influential and diversified audience 

. including government, military, industrial, trade, 

union, diplomatic groups. . 
ONLY at D. C. ARMORY in Washington—can you reach all 
these important groups, all at one time, all under one roof. 
No other city offers the appeal and excitement of the Nation's 
. or the ultra modern convention and exhibit facilities 


Washington,D.C. 
and D.C. National 


. every dominant group. 


76,000 Sq. Ft. of 
unobstructed floor 
on main level, 


Fully Equipped 
Expert Staff 
Catering & Restaurant Service 


10 Minutes from Capitol Hill 
Near Govt. Bidgs., Union Sta., 


Airport, Business, Hotels - Direct Public Transportation 
D. C. NATIONAL GUARD ARMORY 
The Show Place of the Nation's Capital 


2001 East Capitol St., Washington 3, D. C. 
Lincoln 7-9077 
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io 7% of those living in urban 
households of 4 or more peo 
read outdoor posters!" 


*From Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, N.Y.- ATLANTA» BOSTON + CHICAGO> DALLAS + DETROIT + HOUSTON + LOS ANGELES + PHILADELPHIA~ ST. LOUIS + SAN FRANCISCO + SEATTLE ie 
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Wheeling-Steubenville .... + 12 +10 IIEOD . vickincsnseuisdlininieubas +22 ° Mpls. and Suburbs ............ 
Department Store Sales... Richmond District... +19 — 1] City pentane ee ee fy 
Metropolitan Areas Ee ~ —!1 +6 Cities 
bad had ba Washington ....... vcvsseereee EIS 0| Chicago District ........ +10 +2 Duluth-Superior ...... +7 +2 
aln In ee In u Downtown Washington. + 3 — 6] Metropolitan Areas Kansas City District . 0 Ry 
Baltimore ....... werveveee E24 +1 ss | Saar +14 +4 Metropolitan Areas 
Downtown Baltimore ..r+ 4 —16 Indianapolis . +6 —9 SID inatatsiatgasccnabiitatel +2 +42 
WASHINGTON, July 11—Depart-| Cleveland District ............... ee a | (RI r+24 —9 tel ensene +9 +3 psc Satara ie be ‘ae 
Metropolitan Areas Atlanta District .................. r+i2 —3 waukee ..... +8 +3 Wichita ........ r— 6 — § 
ment — — ie 2 >. US. Lexington + 28 + 4) Metropolitan Areas St. Louls District... r+ 7 = 8 St. Joseph ... ne oo 
during the week ending Ju brde-od CA... CT +5 —1| Birmingham — 5] Metropolitan Areas Albuquerque ........ ee 
4% above sales for the similar aan arrarnainrNs ¢ = Jacksonville a +6 Little ROCK 20... as es Oklahoma City .. 7 ery 
Cleveland +2 6; Miami +10} Louisvill Tul 1 
’ r sceveneeosossesesencsosees: © _- ee crvecsssenesee REED VELED csncescsscevsessesesesesseeeeees +8 —12 BB esevenssssrserseeevens 15 1 
b ooared 1956 Srnd ngg a ketve! we... +9 —4| Miami City” oe BE IN ale tesetcntnae +7 +441] Cities . * 
Board report ay. SDTINGMENA ....ccccrecccesccorreenne + & —10 GERRI ‘sitbiisiioeins. is —6 RACER ERR +9 mes TY ee r—19 +4 
Sales for the four weeks ending suet ELMS + : _ Auguste Reatiiicones Beanies: —17| Minneapolis District 6 411 Kansas City . = ww 9 
July 6 were 3% ahead of the pre- re meiniane + + ew Orleans ..............cnn *} Metropolitan Areas Dallas Distetet .................. +5 +3 
vious week and for the year to date PURSUE -eereerreerrnrrerne +10 +6)! Knoxville ............ *| Mpls.-St. Paul ............c00 6 +12| Metropolitan Areas 
2% ahead. 


® Of the 12 FRB districts, four 
showed losses: Philadelphia, 3%; 
Richmond, 4%; St. Louis, 4%, and | 
Minneapolis, 1%. The remaining 


Department Store 


‘News’ Advertisers 
Ja Coe > ‘AGO D 


ttest advertis- 

month, the Dally News is the ho 

ing medium in Chicago. Steadily rising adver- T he In depen dent 
tising linage indicates that advertisers already 


e discovered the “bonus” values of the he in Ciret 
i es tae Gaiden au 600.000 Families . . . Largest Evening 


Sales Barometer 


Change from 1956 


July 6, ‘57 +4% 


Jan. 1, ‘57 to 


July 6, ‘57 2 % 


wana 


districts showed gains: Boston, 5%; 
New York, 8%; Cleveland, 1%; At- 


lanta, 4%; Chicago, 3%; Kansas a 
City, 9%; Dallas, 15%, and San ° 
Francisco, 2%: P | S l 
% Change from ‘6 UZZ e O ve . 
Week Ending ; 
Federal Reserve June June .* : : ea. ee - L 
District, Area, and City 22 29 hte ee oo eee 
UNITED STATES ................00.... +9 +2 Ve . . : ! 
Boston District ..................... —1 +13 bed ia 
Metropolitan Areas lh 
SIDE seteiestbcnsanienstinettoreccessoenes —4 +19 
Downtown Boston ............ - 8 + 28 
Suburban Boston +3 +3 
Cambridge +14 — § 
(Patou +3 —1 
Quincy +13 — § t 7 
ae +8 + 5 
Cities 
ES +7 +2 
ti aoa ° ° F 
New York District 0000... rit +5 as 
Metropolitan Areas ie 
aaa mins eo & — 6 ~ 
New York-N.E. 
New Jersey r+14 +5 
Newark .r+7 — 8 
New York r+ 1 — 5 yi | 
Rochester ................ a r 0 —3 + 
a +7 +5 is 
Philadelphia District ...... +20 +5 ge 
Metropolitan Areas 
Wilmington r+32 + 6 
Trenton +29 a 
Lancaster .......... ‘ r+ 9 —4 ee 
Philadelphia ........... r+20 +6 
Reading ........... +26 —3 di 
nee a, Ye 0 : z 
Wilkes-Barre-Hazelton ... +8 —3 
Among lh Towerg 
| 
| Tells Why | Home 
| She Likes 
+ 
Daily News 
Why are thousands of —~ -- 
an oe) readers buying the Daily 
News every month? ’ 
First of all, the busy house) § 
wife likes the Women's Sec: 
tion because of its timely, 
helpful homemaking articles 
and interesting features. Then 
she likes the general news col- 
umns because they are not 
v dull and stodgy, but are filled 
with human interest. 
And from a purely practical 
standpoint, she hes & = 
j ; down in the evening and plan 
Increased store traffic without increased adver [ion cooing for the next day. 
tising pleased but puzzled some grocers. Now they And if she is not planning to 
have solved the puzzle. Circulation of the Daily News, in shop, she looks at the ads ~ 
‘Sowen which their ads appear, has been rising steadily and |way to see what's being so 
Pa ae aS reaching more potential customers. and at what price. 
_ ~~ rt ; 
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Bettas : +3 + 3 —— seis — 4|tion plans to form chapters in San Mead Johnson Promotes Two 
on = paocanie r— . *—Data n avail . : ‘ | 
Fort Worth +13 $1! oy og hg Sacramento a bp Bisson gp pert eae 
$ ; t 1] « ad in 
a “2 Western Ad Assn. Elects wep FE 
San Francisco District + 8 +1 ames Speer, speer vertis 
Metropolitan Areas /Co., San Francisco and Los An- Magazine Names Norris Evans oe of ee ere en oe ~ 
Se Serene Can + . + | geles, has been elected president! Norris H. Evans Co., Upper . n appoint Ay he y e wae 
ay ' ; 2|of the Western States Advertising | Montclair, N.J., has been named | the company. C. Grant Cornell has 
Westside Los Angeles 17 2 ‘| ae , been named director of sales 
Sacramento +52 +33) Agencies Assn. Other new offi- | advertising representative for Milk se 
San Diego ae Tleers including Irving Eckhoff, Plant Monthly in metropolitan) 
gS orem gang : | 4|Roche-Eckhoff & Lee, Ist vp; New York, New England and other Two to McGavren-Quinn 
ee OP EE —3 —3\Henry Hinke, Stromberger, Le- | eastern areas. Evans succeeds T. McGavren-Quinn Co. has been | 
Portland + 3 3!vene & McKenzie, 2nd vp; Phil | Eugene Depew, who will continue named national representative of 
Set Late City , t : 2| Lansdale, Edward S. Kellogg Co.,| to represent the magazines in up- | KSBW, Salinas, and KVEC, San 
Spokane ..... fat * —5'secretary-treasurer. The associa-!'state New York. |Luis Obispo, Cal. 


LION-PROOF—Durability is stressed 
in a new campaign by Day’s Tai- 
lor-D Clothing. 24 two-color, cou- 
pon-bearing pages are scheduled 
| for six industrial publications, 
|plus four in True like this one. 
Martin, Gardner & Tuttle, Tacoma, 
is the agency. 
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lation in Chicago and Suburbs 
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Dcord Set! 


CIRCULATION 
oT IN HISTORY! 


» ; ' 2 

teadership High ; 
gee) « Show Big Gain 

- , | : 6-Month Average Soars 

_™ To 614,098 for New Record 


The official yardstick for circulation—The 
Audit Bureau of Circulations—is carrying om 
largest Daily News figure ever In its curren 
Publishers’ Statements. 


i ae. ; 

ABC STATEMENTS for the six-month period = 
March 31, 1957, show the Chicago Daily News total circulat! 
at 614,098. 

This is the biggest ABC figure in the 82-year history 
of the Daily News. 

Thus the Daily News continues the steady — trend 
in circulation it has enjoyed for more than a decade. 


adventures of 


CHARLIE CHAN 


Brand-new half-hour TV series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who’ve 
| paid out their dollars to match 
| their cleverness with Earl Derr . 
| Biggers’ most famous detective! as 
| Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


i oa 
ia 


ee 


eee ee pak geek 3 


—" 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 56-2100 
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CIRCULATION GROWTH 
OF “USN&WR” 


900,000 


1951 1952 1953 1954 1955 1956 1957 


Source: Figures through 1956 based on publisher's 
statements to the Audit Bureau of Circulations. 


* For these market and 
research facts, contact your 
advertising agency or our 


4 id 
advertising offices at 45 
Rockefeller Plaza, New York 20, Vi CG, / if CU S Vp Ay Ai Yd WS 
N. Y. Other advertising offices at 


Boston, Philadelphia, Cleveland, 
Detroit, Chicago, St. Louis, 


San Francisco, Los Angeles, 
Washington and London. A MARKET NOT DUPLICATED BY {| 
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| Magazine 


ANY OTHER MAGAZINE IN THE FIELD 


= CIRCULATION of ““U.S.NEws & WorLD REPor?T” has 
now passed the 900,000 mark—a gain of almost half a million 
in the past six years. 


This is not just any 900,000, but a very particular 900,000— 
a major segment of the important and influential people in 
business, industry, government and the professions. 


Here are almost a million people whose stake in the news 
is that of close and active participation, because the news touches 
them so directly and so personally; 


—almost a million people with that much stake in the 
national and international developments affecting their business 
plans and decisions; 


—almost a million people with that much stake in 
wise family planning, family investing, and family spending; 


—almost a million people with that much stake 
in their communities, their government and their nation. 


“U.S.News & WorLD REporR?T”’’ is pledged in concept 

and purpose to give important people the best possible coverage 
of the essential and useful news—the news America uses 

to keep informed, alert and strong. In its entire publishing history, 
that concept has changed not one iota. 


“The most important magazine in America,” many say. 
Yes, it is. 


But the emphasis belongs on those very particular, well informed 
900,000 subscribers and their families. The important 

managerial jobs they hold, their stature and achievements, and 
their overwhelming preference for ““U.S.NEws & WorLD REPORT’ 
are established research facts. So is their average family 

income of $14,826—highest of the news magazines.* 


These facts explain why ““U.S.NEws & WorLD Report?” has come 
to be known as America’s Class News Magazine. 


These facts explain why so many leading advertisers 
choose this magazine for their advertising messages—advertising 
pages in 1957 almost three times what they were in 1950. 


Right now, ““U.S.News & WorLD REpor’’’ offers advertisers 
coverage of those very particular 900,000 people in business, 
industry, government and the professions at a cost of $4.92 
per page per thousand—lowest in the field. 


USEFUL NEWS 
FOR IMPORTANT 


An essential magazine 


Essential to more and 
more readers 


Essential to more and 
more advertisers 
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Rheingold Buy 
May Put Hamm 


in Top 3 Brewers 


Brewer Climbed from 
No. 15 to No. 5 Ranking 
in U.S. in Past 5 Years 


Los ANGELES, July 9—The Theo. 
Hamm Brewing Co., St. Paul, 
Minn., has completed another step 
toward achieving national distri- 
bution with the purehase of the 
Rheingold Brewing Co. plant here. 
In New York, Liebmann Brew- 
eries, parent company of Rhein-/| 
gold, confirmed it had sold its Los | 
Angeles properties to Hamm, and 
added that it has not been decided | 
whether a second West Coast sub- 
sidiary, California Brewing Co., 
San Francisco, will convert to pro- 
ducing under the Rheingold brand | 
or continue with its present Bull 
Dog ale, stout and malt liquor. 
“Future plans for production, 
distribution and marketing on the 
Pacific Coast in connection with | 
this alignment of facilities will be 
announced at a later date,” Lieb-| 
mann said. 


s Hamm’s newly acquired plant! 
will be re-opened next spring after 
a $4,000,000 remodeling and build- 
ing program. The brewer will build 
a new aging stockhouse, a new fer- | 
mentation building and new, mod- | 
ern equipment. The plant will pro- | 
duce 500,000 bbls. of beer yearly. | 

“The main reason for purchase of | 
this additional plant is Hamm’s| 
wide acceptance on the West! 
Coast,” said William C. Figge, 
Hamm's president. “Since we 
opened the San Francisco plant in 
1954, we have enlarged it three| 
times and have increased annual | 
production to 840,000 bbls., but de- | 
mand still exceeds supply.” 


® In the past three years, Hamm’s 
beer has risen to third place in 
over-all sales among beers being 
sold in California. In the past five 
years, Hamm’s has jumped from 
No. 15 to No. 5 nationally. Total 
sales from its St. Paul and San 
Francisco plants reached 3,325,000 
bbls. last year. 

Hamm’s has spent $24,000,000 


NOT ONE 


since 1946 on modernization and|§.F, Art Directors Elect 
expansion of its home plant in St. 
Paul. Acquisition and remodeling| art director of Cunningham & 
of a second plant in San Francisco| Walsh, has been elected president 
in 1953 cost another $15,000,000. | of the San Francisco Art Directors’ 
With its latest acquisition, Hamm’s|Club. Other new officers include | Featuring Friskies Cubes, the of- 
production will be boosted to near-| Jack Allen, Fuller & Smith &|fer gives the consumer one 22 oz. 
|Ross, 1st vp; Preston Philhower, 

This figure would make Hamm’s| J. Walter Thompson Co., 2nd vp;|chased at the regular price. The 
production comparable to that of Gig Gonella, Foote, Cone & Beld- 
Ballantine (3,967,000) and Falstaff|ing, secretary, and Charles Han-| promotion will be supported by 
(3,870,000), third and fourth-rank-|sen, Charles Hansen Associates,|1,000-line newspaper ads in 21 
ing brewers (AA, June 10). + 


Ettore Firenze, vp and senior 


ly 4,000,000 bbls. annually. 


The Albers Milling division of 
Carnation Co. will run a special 
two-for-the-price-of-one promo- 
tion in August and September. 


package free with a package pur- 


Guide Albers Pushes Friskies, etc., 


|major markets. Shelf talkers and 


Advertising Age, July 15, 1957 


Albers Pushes Friskies Cubes | soft sheets will be available for 


in-store promotion. 


New Ad Service Announced 

A new high-style quarterly 
newspaper mat and copy service 
for men’s wear retail stores will 
be published by Gentlemen’s 
Fashion Apparel Advertiser, 400 
Madison Ave., New York. The first 
issue for fall, 1957, confined to one 
store in a city, is being released 
July 15. 


BEECHNUT BABY FOODS 


ONTINENTAL BAKING 


eee BUYS BOTH! 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING ANDO SUNDAY 


El Paso Herald-Post 


A SCRIPPSHOWARD NEWSPAPER 
EVENING 


OVER 92,000 DAILY 


AMERICAN TOBAC 


NESTLE CO. 


PHILLIP MORKIS 


BUITONI CO. 


LS A LT I a 


Pan) 


Pes 
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AKER OATS 
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Tele-Sales Signs Kroger for Saver certificates offering intro-| profit from sale of the booklets. week period starting Aug. 15 has| Chilton Elects Rowlands, 
Budget-Saver Booklet Plan ductory allowances, are sold by the! been set. The company will con-| Hook, McKenna VPs 
Tele-Sales Co., Dayton, O., has |Clubs for $1. The clubs retain part West Coast Discounter tinue to use direct mail extensive- 


; | , : Chilton Co., Philadelphia, has 
come up with a new plan to create of the dollar as their profit. Uses TV for First Time ly as it has in the past. Anderson- elected George T. Hook, L. V. 


publicity for clients and help| The sponsoring store pays noth-| Wm. E. Phillips Co., Los Angel- | McConnell, Los Angeles, is the) po.) ands and Robert E. McKenna 
clubs and organizations earn mon-|ing for the publicity. Its only|es chain of discount houses, is go- | #8°DCy. vps. All three also are directors of 
ey. The Indianapolis division of|commitment is to provide the|jng into general consumer adver- the company. 

the Kroger Co. is currently using |Copy and illustrations that appear |tising for the first time in its 36- | Blanchard-Nichols Adds One Mr. Hook, publisher of Iron Age, 
the idea. Here’s how it works: an|in the booklet and honor the cer-|year history. The company has| The Pacific Grange Farm Group | 
illustrated booklet, published by |tificates presented by customers.| chosen television as the medium |has named Blanchard-Nichols As- 
Tele-Sales, highlights various de- |The booklets are printed and dis-|in which it will make its debut | sociates, San Francisco, advertising 
partments of a particular business. | tributed at the expense of Tele-|in general consumer advertising. | representatives in the 11 western 
The booklets, containing Budget- | Sales, and the company derives its| A $150,000 budget covering a 13-/|states. 


Rowlands Hook McKenna 


joined the company in 1925. Mr. 
Rowlands, publisher of Hardware 
Age, started with Chilton’s New 
York office in 1930. Mr. McKenna, 
publisher of Electronics Industries 
and Distribution Age, joined Chil- 
ton in 1952. 


KNX has more 
listeners in 
Los Angeles 


than anybody! 


More people listen to 


ring any bell in Boston | aa 
and raise an a.a.p. sponsor 


weekday or weekend... 
than to any other 


Los Angeles station. 
A most impressive directory, and every name a major advertiser on WBZ-TV’s That’s just one reason 


“Boston Movietime,” showing Warner Bros. features. why 50,000 watt KNX 
is Southern California's 
#1 radio station. 


More and more of today’s most important national and regional advertisers 
are finding Warner Bros. features the way to higher ratings and 

greater sales. This list does not include all the sponsors... and, of | 
course, it covers only one station. The same story is being repeated | on 
coast to coast: New York, Buffalo, Miami, Chicago, Milwaukee, Columbus, Rs 


a 
Cincinnati, St. Louis, Kansas City, Wichita, Oklahoma City, Dallas- — 
Ft. Worth, Tulsa, Denver, Salt Lake City, Spokane, Seattle, Portland, ; a cr, 
San Francisco, Los Angeles, San Diego and in many more cities. To 
The same kind of “blue chip” advertiser will be buying in Baltimore, 
Washington, D.C., Minneapolis, New Orleans and other recently opened F 
A.A.P. markets. For programming appeal and ; 
sales power, hop aboard the Warner Bros. a ‘ 4 ; inc. : 
bandwagon. Get full details today. Call or wire @ @ & : 
Distributors for Associated Artists Productions Corp. i ie = 
345 Madison Ave., MUrray Hill 6-2323 NEW YORK = > i 
75 E. Wacker Dr., DEarborn 2-2030 CHICAGO oat = 
1511 Bryan St., RI verside 7-8553 DALLAS 
9110 Sunset Blod., CRestview 6-5886 LOS ANGELES 


*Pulse of Los Angeles - March— April, 1957 
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Ford Instrument Names for PR 
Ford Instrument Co., a division 
of Sperry Rand Corp., has named 
G. M. Basford Co., New York, to 
handle an extensive public rela- 
tions program to inform govern- 
ment, industry, business manage- 
ment and the general public about 
the company’s scientific develop- 
ments in missile guidance systems, 


astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee: 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AA-245 + WILTON » CON’ 


aircraft navigation and weapons 
systems, naval gunfire controls and 
nuclear reactor development. The 
agency has been handling Ford In- 
strument’s advertising for five 
years. 


WHIM Sold to WNEW Execs 
WHIM, Providence, R.I., radio 
station, has been sold by Frank W. 
Miller Jr. to Richard D. Buckley 
and John B. Jaeger, president and 
exec vp respectively of WNEW, 
New York, for $830,000 subject to 
approval by the Federal Communi- 
cations Commission. Mr. Miller is 


a director of Kelly-Smith Co.,| 


newspaper representative, and 
Headley-Reed Co., radio-tv station 
representative. 


Zentner Joins Stanfield 

E. R. Zentner, formerly adver- 
tising supervisor of home-instru- 
ment products of RCA Victor Co. 
Ltd., has joined the head office of 
Harold F. Stanfield Ltd., Montreal, 
as copy chief. 


$ & 


-0.P. COLOR 


Does a 
Bigger 
Job in 


AKRON 


Biggest One 
Newspaper City 
in the Nation 


MEDIA COVERAGE OF AKRON METRO AREA 


Media 


AKRON BEACON JOURNAL daily 
AKRON BEACON JOURNAL Sunday 


Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


Circulation | % Coverage 
132,934 | 96.5% 
126,165 | 91.6% 

13,760 10% 
8,342 6% 
1,366 1% 

548 | less than 1% 


Add the smashing impact of color to give your 
products stand-out attention and action in the 
thriving Akron market. Black and one or 

two colors and full color are all available daily 
and Sunday in the Beacon Journal which 
ALONE provides complete coverage of the Akron 
Metropolitan and Trading Areas without waste. 


- AKRON BEACON JOURNAL > 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 


Advertising We Can Do Without... No. 17 


NATIONALLY ADVERTISED OFFER 


Two 
HOURS 
ONLY 


WEDNESDAY 
3 TO 5 P.M. 


6” 


NOT 29.95 


FASTER, CLEANER, 
@ TESTED AND APPRO 
@ SELF SHARPENING 

@ NEVER NEEDS OILING 


CLOSER SHAVES 
VED 


@ STATIC ELIMINATOR 


| 
THE PERFECT 
| GIFT FOR 
FATHER’S DAY 
AND 
GRADUATION 


Bring This Coupon to 


PAYLESS DRUG 


101 S. El Pase St. 
El Paseo, Texas 


By SPECIAL ARRANGEMENT WITH THE 
MANUFACTURER, THIS COUPON AND 
$6.95 ENTITLES BEARER TO ONE OF THESE 
NATIONALLY ADVERTISED ELECTRIC 
SHAVERS. 


If you Cannot At- 
tend Sale, Leave 
Your Money at Store 
and Shaver Will Be 
Held, after sale. 
Limit 2, 


ALMOST, BUT NOT QuiITE—This El Paso newspaper copy might be called 
| image-building, without stretching very far. According to Robert 
W. Hampton, general manager of the El Paso Better Business Bu- 
| reau, it is being placed all over the country by S. F. Cross, P. O. 
| Box 760, Hollywood 28. “The obvious attempt,” says Mr. Hampton, 

“is to confuse the buyer into thinking that the shaver offered is a 

Schick. Few people stop to think that Schick is spelled SCHick and 

not SHick. Actually the box this shaver comes in says ‘Electric 

Shaver’ on it in scroll letters. They doctored the box and left only 

the SHA- when the cut was made for advertising purposes. The 

razor is really a Shave-King.” 


_Lambert-Hudnut Sets 4-Media 
| Drive for New Hair Spray 

The Lambert-Hudnut division of 
| Warner-Lambert Pharmaceutical 
|Co., New York, will introduce its 
new Richard Hudnut hair spray, 
| Beauty Curl, in a four-media drive 
starting in late August. The com- 
pany is promoting the new product 
as “the only hair spray-set that 
contains no drying alcohol, no 
plastic, lacquer or resins.” 

Color pages will appear in Gla- 
mour, Good Housekeeping, Ladies’ 
Home Journal, Mademoiselle, Mc- 
Call’s, Modern Romances, Modern 
Screen, Motion Picture, Photoplay, 
Screen Stories, Seventeen, True 
Confessions, True Story and Vogue. 
Participations on “Premiere Per- 
formance” (NTA Film Network) 
and “Tic Tac Dough” (NBC-TV) 
are also planned along. with 
“heavy” local radio and newspaper 
schedules covering all market 
areas. Sullivan, Stauffer, Colwell 
& Bayles is the agency. 


‘Canadian Printer’ Rates Up 
Maclean-Hunter Publishing Co., 
Toronto, publishers of Canadian 
Printer & Publisher, has an- 
nounced a new schedule 
vertising rates effective with the 
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KCM], Palm Springs, 
Leads Winners of 
30 RAB Awards 


New York, July 9—KCMJ, Palm 
Springs, Cal., with a first place and 
two second place awards, led 30 
Stations, plus advertisers in 10 
categories of retail business, which 
last week were named winners in 
the fifth annual Radio Advertis- 
ing Bureau “Radio Gets Results” 
contest. 

The awards are based on (1) the 
results obtained by the advertiser 
from his use of radio, (2) the 
types and volume of radio used, 
and (3) the extent and efficiency 
|of the merchandising assistance 
|given to the advertiser by a sta- 
tion. 


® The first, second and third place 
winners in each category were: 
Apparei—WIDE, Biddeford, Me. (A. H. 
Benoit & Co.); KCMJ, Palm Springs (Ted 
Land, Feminine Footwear); KGWA, Enid, 


Okla. (Gray's Men's Wear). 
Autemotive—KYW, Cleveland (Ear! Da- 
vis Buick); WWDC, Washington ‘Mont- 


gomery-Stubbs Motors); WCUE, Akron, 
(Mort Leeper’s Factory Tire Warehouse). 
Department, Dry Goods & Variety Stores 
—KGWA, Enid, Okla. (Coldiron’s); WCSH, 
Portland, Me. ‘(Owen Moore Co.}; WSOY, 


Decatur, Il. (Linn & Scruggs). 

Drug & Food Products—WWDC, Wash- 
ington (Washington Coca-Cola Bottling 
Works); KBIG, Los Angeles (Scudder 


Food Products); WMIK, Middlesboro, Ky 
(Chappell’s Dairy) 

Drug & Food Stores—KFRU, Columbia, 
Mo. (Wyatt's Supermarket); KBIG, Los 
Angeles (Von's Grocery Co.); WTAX, 
Springfield, Ill. (Clearlake Superway) 

Financial—KCMJ, (Coachella Valley 
Savings & Loan Assn.); WMIK, (Middles- 
boro Federal Savings & Loan Assn.); 
KBIG ‘Avalon Savings & Loan Assn.) 

Home Furnishings—KTLN, Denver, Colo 
‘Snow Furniture); WTXL, Springfield, 
Mass ‘Elton R Turner Associates); 
KGWA (Ernie's Trading Post) 

Housing Materials & Suppliers—WJTN, 
Jamestown, N. Y. (Dudley Waters Hard- 
ware); WCSH (Sherwin-Williams Co.); 
WMIK (‘England Hardware Co.). 

Specialized Services—WGIL, Galesburg, 


of ad-| 


| Ill. (Huddle Drive-In Restaurant); WKY, 
| Oklahoma City (Hollie’s Drive-In); WIRL, 
Peoria, Ill. (Leo's Flowers) 

Miscellaneous—WEJL, Scranton, Pa 
(Moffat Coal Co.); KCMJ, (Economy Cen- 
WMBD, Peoria, Ill 


—_ 
— 


|} ter); 
Star). 


(Peoria Journal 


September, 1957, issue. The new} 


b&w page cost is $230, a $30 in- 
crease. 


‘N.Y. Times’ Boosts Retail Rate | 


The New York Times will raise 
its retail store advertising rates hy 
about 4% on Sept. 1. Retail space 
in the Sunday newspaper will go 
up 6%. The advance “was imposed 
because of continually increasing 
costs.” 


Kerber to ‘Field & Stream’ 

Albert Kerber, formerly with 
Hearst Advertising Service, The 
American Weekly and Puck, has 
joined the eastern sales staff of 
Field & Stream. He will work on 
New York City and upper New 
York state accounts. 


Brunswick-Balke-Collender 
|Names Buchen For Export 

The international division of 
| Brunswick-Balke-Collender Co., 
| Chicago, manufacturer of bowling 
| and billiard equipment, school 
furniture, and gymnasium equip- 
ment, has appointed Buchen Co., 
,Chicago, to handle its export ad- 
vertising. Buchen is the first 
| agency to handle export for the 
| company. 


‘Spectator’ Boosts Rates 

The Spectator, Hamilton, Ont., 
|has increased its ad rates. Flat 
agate line rate is now 29¢. Classi- 
fied rate has been increased from 
35¢ per count-line to 40¢ per 
count-line. 


Post Office Box 1019 
Passaic, N. J. 


You can't miss when you advertise your 
product in the rich North Jersey 


circulation area of 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


William J. Hay, Adv. Mgr. 


James J. Todd, Mgr. 
New York Office 
18 East 41st Street 
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J 1 » 
asked its own customers, “What publica MOST ECONOMICAL 


tions of all types do you read regularly?” Shedtions (Ainetictt rite Gian Cueley aed 
Like dozens of other companies making cost-per-mention for the 7 leading general-busi- 
similar studies, American Brake Shoe : 


found: Business Week offers more man- 
agement readership per advertising dol- 
lar than any other general-business or 
news magazine. 


AMERICAN BRAKE SHOE CO., 
a leading maker of friction products, 


62 
Dun’s Review & Modern Industry 33 


*12 or 13-time page rate 


MOST USEFUL 
“Now circle the one publication you find most 
useful in your job.” Mentions (American Brake 
Shoe Study) for the 7 magazines 


Business Week 
U.S. News & World Report 


Fortune 
nes 


Newsweek 
Dun's Review & Modern industry 
Nation's Business 


ADVERTISING LEADER 


For 19 consecutive years, business and industrial 
advertisers have placed more pages in Business 
Week than in any other general-business or news 
magazine 

Business Advertising Pages—1956 
Business Week 
U.S. News & World Report 
Newsweek 
Time 
Fortune 
Dun's Review & Modern Industry 


Yow’r. € 80 rig ht Nation’s Business 


BUSINESS WEEK 


(when you want to influence management men) 


A McGRAW-HILL PUBLICATION 
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This Week in Washington ... 


industry that already has resulted 


P. 0. Expert Finds Improved Service 


in complaints involving the NBC- 


booking contracts for tv feature 
films. 
Actually, this string of advertis* 


Westinghouse station swap and the | 


jagencies like Civil 
| Board and FCC. 
Since present laws lack clear- 
cut anti-influence provisions, con- 
gressmen are under constant pres- 


Advertising Age, July 15, 1957 


Aeronautics | Louisville, Ky., is expanding its 


| public relations department. Jo- 
| seph B. Scholnick, director of pub- 
| lie and trade relations, heads the 


|new public relations department. 


Doesn't Necessarily Include His Own 


ing and media cases is only a por- 
tion of the load he has carried. 


| sure to go to bat for constituents. |Matthew Downer has been named 
Sometimes they feel justified in| manager of external communica- 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, July 11—Progress 
exacts its price. That lesson was 


driven painfully home the other |tice Department’s anti-trust divi- | 


| 


carrier | cern over tie-in and exclusive 


reached this man’s comfortable |dealing arrangements, including | 


day to one of the Post Office De- 

partment’s top experts (whom 

we'd better leave unidentified). 
For years, the mail 


| 


Among others, he has handled 
|prosecution of such major indus- 
| trial empires as General Motors, 
jinvestment bankers and United 
| Fruit. 

The parting is friendly, with Mr. 
sion, he has been particularly | Kramer emphasizing that it should 
sensitive to restraints among media | not be ascribed to any misgivings 
of mass communications. His con-|over the current anti-trust top 
| command. Friends know he has 
toyed for some time with the temp- | 


media, quits government this Sep- 
tember to go into private law prac- 
tice. 

As chief of litigation for the Jus- 


| pushing exceedingly hard. 

The bills were introduced after 
Sen, Jackson investigated leaks at 
CAB and other agencies. He found 
officials under constant pressure 
from outsiders who felt no embar- 


their votes. 
Under his bills, there are jail 


sentences or fines for leaking con-| 


fidential information, such as how 
members plan to vote, or for at- 


suburban home at a reasonably | Combination rates, resulted in cases | tation to follow others out of gov- | tempting to influence a vote other- 


early hour each morning. But that 
was before the department dem- 
onstrated the blessings of mech- 
anization by motorizing the routes 
in Washington’s more fashionable 
suburbs. 

With the introduction of motor- 
ized equipment, the local postmas- 


against the Lorain Journal, the | ernment into private practice. 
New Orleans Times-Picayune, | 


and the recent final Supreme Court Members of 


wise than by the formal written 
presentations allowed under the 
Administrative Procedures Act. 


action in the Kansas City Star HopeforBan Congress, above| He said the chief purpose is to 
case. on Influence everyone else,| assure immunity from pressure so 
Last year he negotiated the con- | ought to welcome | Officials can reach fair and just 


sent decrees forcing media and ad- | two bills introduced by Sen. Henry 
vertising groups to drop the agency | Jackson (D., Wash.), this week to | 


decisions. # 


tions; Addison McGhee, manager 
|of community relations; Vernon 
|Boylan, manager of internal com- 
munications, and Alvan W. Wells, 
| supervisor of state relations. 


|Tassment about trying to influence ‘Northwest Boating’ Sold 


Northwest Boating World, 
founded in Seattle in 1956 by 
Edward K. Wirtz Jr., has been 
purchased by Harry O. Mitchell 
and Walter E. Wilcox. The publi- 
cation is sent to registered boat 
owners monthly during the boat- 
jing season. 

‘Johnson Will Join Heinz 

Ralph B. Johnson, exec vp of the 
National-American Wholesale Gro- 
cers Assn., will join H. J. Heinz 


recognition system, and now he is 
running a sweeping probe of the tv 


ter trimmed his payroll by consol- 
idating some of the carrier routes. 
Each mechanized carrier was able 


prohibit outsiders from bringing 
undue pressure on administrative 


|Co., Pittsburgh, on Sept. 1, as as- 
Brown-Forman Expands PR sistant to the vp in charge of mar- 
Brown-Forman Distillers Corp., keting, a new position. 


to make more stops. But the people 
at the end of the consolidated | 
routes are getting later delivery. | 
Among those who must wait un- 
til afternoon for his mail is our 
friend, the top level postal official. | 
Who can blame him for being 
less than objective about mechani- 
zation? When the topic comes up, 
he speaks from conviction. “When 
it comes to good mail service,” he 
exclaims, “there simply is no sub- | 
stitute for plenty of carriers.” 


The tax collec- 


Tax-Exempt tor is increasing- 
ly concerned 


Status Periled 
about tax-exr- 


empt organizations which carry on 
income-producing activities in 
competition with private busi- 
nesses. The latest to feel his bite is 
a medical research association 
which netted a handsome income 
from the operation of a diagnostic 
clinic and the sale of medical lit- 
erature. 

Internal Revenue Service warns 
it expects to collect taxes on activ- 
ities of this type where (1) the 
primary purpose is the production 
of income or (2) the activity is op- 
erated in the same manner as a 
commercial business. 


Victor H. Kra- 
Trust Buster mer, an anti-trust 


Hangs Shingle expert who has 
made his mark on 


advertising and communications 


Will Your Film 
Releases 
Get Used? | 


A press release on film is far more 
expensive than one on paper, but | 
it’s the only kind that TV stations 
will use. 

That’s why it’s so important to 
know what's acceptable to the sta- 
tions, and how you should handle 
the film release for maximum re- 
sults. 
How can you get the answers? 1 | 
Just turn to the article “How To 
Make Sure Your Film Releases Get 
Used.” in the July issue of ADVER- 
TISING REQUIREMENTS. 

In the same issue you'll find a 
wealth of other information on every | 
phase of advertising production, | 
promotion and merchandising. 

Clip this ad, attach $3 to your let- | 
terhead and mail today for a year’s 
(12 issues) trial as with the 
July issue. 100% refund if you’re not 
completely satisfied. 


Advertising Requirements 
The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 
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SPOKANE 
MARKET 


SPOKANE 


One of the largest areas 


Effective Income: $1,922,915,000 

Total Spokane Market Retail Sales: $1,287,109,000 

The self-contained Families: 346,300 (Population: 1,108,200) 

Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 

Effective Income: $1,186,915,000 

Retail Trading Zone* Retail Sales: $ 760,054,000 


Families: 201,800 (Population: 645,100) 
The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families 


in the nation 


Effective Income: $519,983,000 
Metropolitan Spokane Retail Sales: $338,221,000 
Hub and trading center Families: 87,500 (Population: 267,800) 
of the Inland Empire The S; n-Review and Spokane Dai 
Chronicle reach 10 out of 10 families 
Total are cumvlative, Popvigtion, household , sales: Sales Management, 1957; Circulation: ABC Audit Report, March 31, 1956 
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Coloray Fabrics 


7 ‘+ 

Get Fall Push in | 
7 Eleven Magazines 

- New York, July 9—Courtaulds 
ie (Alabama) Ine. has _ scheduled 


four campaigns in 11 magazines to 
promote its fabrics of Coloray for 
women’s and men’s apparel, piece 
goods and home furnishings. 
“Hues of the city” will be the 
theme of the Coloray campaign 
featuring women’s apparel. Color 
pages will run in September issues 
of Charm, Harper’s Bazaar, Mad- 
emoiselle and Vogue. Fashions by 
Gracette, Holiday Frocks, Mar- 
jorie Montgomery of California | 
and Pat Hartly will be featured. 


® Fabrics of Coloray for piece-| 
goods departments will be promot- | 
ed in color spreads in the fall- 
winter issue of Butterick Pattern 
Book and the autumn forecast is- 
sue of Vogue Pattern Book, both 
featuring Burlington Mills’ fabrics. 
A color page in the fall-winter is- | 


es 


———ee 
ae 
eee | 


—— a 
= OO 
FOR SEMPSTRESSES—Courtaulds (Ala- 


bama) Inc. will run this color page 
in the fall-winter Simplicity Pat- 


= 


sue of Simplicity Pattern Book 
will feature Rosewood fabrics. 


In men’s sportswear, BVD sport president, 
Co.; E. R. Gauley, publisher, Con- | 


shirts of Coloray fabrics will be 


| advertised in the November Es- 


quire, while King Louie Bowling 
shirts will be featured during 
September in Bowling Magazine, 
Sports Illustrated and Woman 
Bowler. 

In home furnishings, the theme 
will be “forever color” 
running in September and October 
lin House Beautiful, House & Gar- 
|den, Living for Young Homemak- 
lers and the New York Times Mag- 
azine, Five companies will be fea- 
tured: Ardsley, Charles Bloom, 
|Fuller’s Decorama division, River- 
dale, Roomaker and Spectrum. 

Lewin, Williams & Saylor is the 


= | agency. # 


|\NBP Names New Committee 


William L. Chapman Jr., exec) 


vp, Medical Economics Inc., has 
been named chairman of National 
Business Publications’ committee 


tern Book as part of a campaign | on standard practices. Other mem- 


for Coloray fabrics. 


|bers are F. O. Rice, vp, Penton 


in ads) 


Publishing Co., vice-chairman; 
Donald R. Crane, assistant to the 
Haywood Publishing 


sulting Engineer; M. E. Herz, pub- 
lisher, Modern Medicine; J. H. 
Moore Jr., president, Moore Pub- 
lishing Co., and Ralph L. Wilson, 
treasurer, Bill Bros. Publications. 


Klees Joins Beckman 

Robert E. Klees has been named 
to handle advertising and sales 
promotion for the process instru- 
ments division of Beckman In- 
struments Inc., Fullerton, Cal. Mr. 
Klees was formerly advertising 
|manager for Bakelite Co., a divi- 
sion of Union Carbide Corp., New 
| York. 
_Nemer Advertising Formed 
| Nemer Advertising Agency has 
been formed at 5925 Hwy. 7, Min- 
neapolis. Samuel N. Nemer, for- 
merly with Murray-Malone, Min- 
neapolis, and previously sales 
manager for several radio stations 
in the Twin Cities areas, is pres- 
ident. 
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American Can-Dixie 
Deal Leaves Agency 
Lineup Same in ‘57 


New York, July 10—No changes 
in advertising policies or agencies 
are expected in the remainder of 
this year as a result of the merger 
July 1 of the Dixie Cup Co., East- 
on, Pa., with American Can Co. 

F. G. Jewett, advertising man- 
ager of American Can, told Ap- 
VERTISING AGE today that it is too 
soon yet to say what changes will 
be made in advertising policies or 
agencies. “But we do not contem- : 
plate any changes for the remain- 
der of this year,” he said. “Both 
companies will continue operat- 
ing without any major change for 
the time being.” 

American Can, which spends 
about $1,000,000 a year in media 
advertising—most of it in maga- 
| zines—will continue to use Comp- 
jton Advertising Inc. in the U. S. 
jand Young & Rubicam’s Toronto 
office for its Canadian advertis- 
ing. Dixie Cup, which spends 


4 times as big 
as it looks ! 


it’s One Big Exception to metropolitan area concept 


If you're selecting markets by metropolitan areas, remember this: 
some markets were formed by nature and are too well-integrated, 
physically, socially, economically, to be considered in fragments. Such 
is the Spokane Market—which is just too rich and rewarding to be 
undersold. Analyze it by population . . . income . . . and retail sales— 
it’s 4 times as big as its metropolitan center. What’s more, you sell it all 
when you " A-schedule” Spokane’s two big newspapers—The Spokesman-Review 
and Spokane Daily Chronicle. 


THe SPOKESMAN-REVIEW | 


SPOKANE DaiLy CHRONICLE 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 


2 families 


about $600,000 annually, also 
chiefly in magazines, will contin- 
ue to use Hicks & Greist in the 
U. S., and E. W. Reynolds Ltd., 
Toronto, in Canada. J. W. Stitt 
continues as advertising manager 
of Dixie Cup. 


® Under the merger agreement, 
Dixie Cup stockholders will re- 
ceive 1.65 shares of American 
|Can common for each share of 
| Dixie Cup common. American Can 
| will receive Dixie’s property and 
|assets and assume Dixie’s liabil- 
‘ities. The Dixie name passes to 
| American Can. 

“It will be about the first of 
\the year,” Mr. Jewett said, “be- 
|\fore any operating changes are 
likely to be put into effect. A lot 
of details have to be taken care of 
first.” = 


Keystone Adds 14 Aftiliates 

The Keystone Broadcasting Sys- 
tem has signed 14 new affiliates, 
bringing the total to 957. The new 
affiliates are KDES, Palm Springs, 
|\Cal.; XERB, San Diego, Cal.; 
WKTS, Brooksville, Fla.; KEEP, 
Twin Falls, Ida.; WTAY, Robinson, 
Ill.; KSWI, Council Bluffs, Ia.; 
WMPL, Hancock, Mich.; WSJC, 
Magee, Miss; KMIN, Grants, N.M.; 
KWHW, Altus, Okla.; KWRC, Pen- 
dieton, Ore.; WMGW, Meadville, 
Pa.; WSIG, Mt. Jackson, Va., and 
KPKW, Pasco, Wash. 


‘When we say “Yes”... 


WeDeliver:! 


Some folks say yes to anything just 
to get an order . . . but disappoint 
| their customers. If we can’t make 
| your deadline, we say so. Phone 
| Betty Wolfe at Willard, Ohio, 231. 


Mail Coupes For FREE QUALATEX Balloce information 
The PIONEER Rubber Co. 
408 Tiffin Road 


oJ 


| Please send me: 

(C0 Name of my nearest QUALATEX 
Distributor 

() Copy of “Advertising Balloon F 
Pack” (Ideas, samples, prices o 
imprint worksheet) 


a8 


= 
an 


Cg Aria <2 2 


Pee 2) ee oe apenas Bree” eS eae. RST eT ne i eee “a es 
ee Fe ee . rr ae 2 Co ees Sa li ea a aa ee aa i PR 
* cen. ae ae ag a — Be een, i: a ae ee eon Foy en icra. a ea re ee Ae, 
4 is F : as Se ese 7 ere es aoe a ro a a: ae ee ie anal os . in pi alee il ee : ila peice. ke teil por: ore caebead sat. tee le is oom Badia Be 4 i He i 
is , ee een gh ie ee jaro Ac eee = id ae ; ies heals see of Eo ae ee) 5 Ee ae memoria ae 
ee i ee Eee eer ee ry ge ee ¥ 7 eee pices Re: ee aay ae let tee ieee Venmgetear aa ere Pca bs 
irae ‘ 4 . ; : : = ar ae ai a 
hee 
Pp AG 4 ! ’ | 
co ogee y a 
x 7 
’ 
w % e . $ 
ft, 4 as 
; 4 , ai Ae by 
é i > 5 ia 
i " s = 
AN oo a 
. — . Ys : ¥ # 
gaa ae si 
| -f a 
Pe q i ‘ = . * 
ag 
aie ae 
he ens 2 “ete 
Fe a ‘ BL Py 
: ==.5 SS 
pa Se lame 
SE ce EO & —_ 
"i 4 “ a 
ae : 
ane 
~ Fi Po Pe 
: a a ee a 
a gars 
eT 
a EO —————————————————————————————————————————————————————————— — ———— 
Soy.) % SPOKANE MARKET eee 
, 7 : alli 
‘i i s MONT i 
P a “ Le 
i aoa Ae > “ 4 
te WASHINGTON ~ an . 
— te pr : 2 > ¥ 
~ 
’ mw Gwe - 
a we oes ~AAY ; 
iF . a ‘s ‘ ~: ~~ e ie 
aa - ~~ ~ cecum 
Eh is ~ A : 5 
aa t eae a 
iy ORSBON IDAHO op 
ar > is 
‘ ~~, rd 
A ¢ , Riss 
ae . ot i en 
bh an ’ So neem 
ie aie) te 
ad 
an - 7 
mn r wc pias i 
ay r 
; ee 
4 eae 
oe ee 
es Bao 
cat ie 
“ie ge 
ah i = 
jen a 
We ac 
ee ad 
z oe 
‘ | pot Pe 
xs eS A ae ox 
Cm 
3 igteh) Die 
‘at | gt? Bae 
=k 4 a ea 
Ks Ny ave oe 
i ; ee 
& ' Ee: 
eee aN 
a Balloon, aces 
fs en 
* | Bi 
ied oni oS a 
apie 
ah | | sae 
v. | | ee) 
= et Willard b ; 
p 4 * fy t ; i ? a ol 357 ee 
7 " . . 7 oS ae 
. = 7 P j Pres : : ta “es ‘~, . % 3 : : 4 - ont = i 
= *, “%, ° of at | * 
{ Pan, “te 2” oe : 
As a "Pee, : Pa = we 
; — ssaeee he —_ nape... i 
el ie “ ; eae . “800 Ba 
oes aE ee se i go cence si eg %,"*e a 
ie Pca 5 ee eo ee ‘ ia : ; BN oa ey a ae, F cs *, Moy May | 0 OOOO ee: 
ae i ag - aa.) igen emt: Ree cae Py: te etaia i Peet eset emer ee - Z e% % . Bae pi 
a - f f j ; . , Me, | SSS aa eee  esslaee 
<a DF Clty ceeecenne BORD cane GRD cememnensstinil i foe 
1 out of every | Requested bey cep " 
a Oca. ne 
ew 
= ab s 4 ie” x = Pa ae r ee =o ee *" ads Oe - . ni 
Re oy ey re ies er fee) com ae a ee aman Sgt ri) Aves: rig a eee 9c aaa Pee Mag a ates a a 
: a a 1 AE lenin A Re Sarai eenipennt hee fir nnd i eae ee a fog, ae tap Ai NCEP eee 0 FS Z Bie ede cag re & Sh a ee ae ear 
i Ss ae see Pegler weg ee Sy I Maa nce Ss ct a RRR FNP cos uh te oo at. RS bs ae ee mesg Sania. 
ce ee Pet) eet eee te es tag Wey Ae es ee 7 ass Ap ha ns a nye op ih Sn le mesa Renee eR. = Odes 5 Sipesert oa ees Rok eons a 
SA a ee A ae ee ee Pe Ue ee REET ee Oy mE me PGR A SE Ley oe ek 0 a ake ciel RTS PS rT on Po io Pris a eee th ee oS ae okie Said r 


The great new selling opportunity — 


for advertisers today is 


B ihe new active leisure 


... And the lively leaders of this go-more, 


do-more, buy-more age are Holiday’s readers. 


With incomes nearly triple the national ‘ 
average, these 875,000 spirited families 
avidly seek new thing's to enjoy, around 8 


home or away...and find a world of exciting 


A CURTIS MAGAZINE 


ideas in Holiday. If your product 


gives people more leisure or 


pleasure, it belongs in Holiday. 
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Burke Dowling Adams Names 
Four to Service S-P Dealers 
Burke Dowling Adams Inc., 
New York, has appointed four men 
to service Studebaker-Packard 
dealer advertising. Headquartered 
in South Bend will be Roy Hudson, 


a vp, who will supervise national | 


contact and collateral production, 
and Russ Paulson, director of field 


operations. Mr. Paulson, formerly | 


with Kenyon & Eckhardt and J. 


Walter Thompson Co., has super-| 


vised Ford, Mercury and Lincoln 
dealer advertising groups during 
the past 12 years. 


© <WHERE? 


. right here in mid- 
America, that’s where! For 
fast, sharp, sell-packed 
TV spots, slides, sales and 
training visual aids call 
Kileen. Full time staff-time 
saving teamwork gets your 
job done under one roof. 


: SEND TODAY for Kileen 
‘Kutie of the Month” plus 
“Foto-Facts” FREE 


kileen studios 


235 East Orchard Dept. 108 
Decatur, Illinois 


| Lou Corrigan, who has had au-| 
|tomotive and advertising experi-| 
/ence in the South, will be director 
of southern field operations, with | 
headquarters in Atlanta. Western | 
field operations will be supervised | 
by Harry Baker from Los Angeles. | 
He has been active in West Coast 
|dealerships. William D. Straub,| 
who formerly worked on the Stu- 
debaker-Packard account at Ben- 
i'ton & Bowles, has joined Burke 
Dowling’s copy department on the 
S-P account. At B&B, Mr. Straub 
handled Studebaker truck adver- 
tising and supervised merchandis- 
ing and dealer promotions. 


Thrift Joins ABC Film 
| Walter L. Thrift, formerly as- 
sociated with Television Programs 
|of America, has been named mid- 
|southern sales representative for | 
ABC Film Syndication. His head- 
quarters will be at Atlantic Ave. 
and 37th St., in Virginia Beach, Va. | 


| 
| 


Wade, Wenger Names BBDO | 

Wade, Wenger & Associates, Chi- | 
|cago, has named Batten, Barton, | 
Durstine & Osborn to handle its 
account. The company makes) 
Servicemaster products and offers | 
home furnishings cleaning service. | 


Along the Media Path 


Peters, Griffin, Woodward Inc. 
marked its 25th year in the radio 
representative field by sending out 


small paper-weight silver busts of | e Seventeen will conduct a “Stage 


a Kentucky colonel. The front 
bears a plaque with the name of 
the recipient and the inscription 
“from Colonel P.G.W.” 


e The Democrat & Chronicle and 
the Times-Union, Gannett news- 
papers in Rochester, N. Y., have 
undertaken a $1,600,000 expansion 
and improvement program. The 
Times-Union Bldg. will be en- 
larged and be renamed the Gan- 
nett Newspapers Bldg. Printing, 
delivery and communications will 
be improved and new press units 


will be added. 


e The Kentucky-Tennessee State 
Farm Paper Unit has published a 
12-page booklet, “The Farmer’s 
Language—a Dictionary of Words 
and Expressions Commonly Used 
by Farm People.” Single copies 
are available at no charge from 


What a difference 3- 


¢ : 


ee eween.,, 
S 


Atlantic City Press 


| 3 ~ 


Here are 


D makes ... and 


—— ATLANTIC CITY 
SO is New Jersey 3-D market! 


the 3 ‘‘D’'s that make Atlantic City the 


best big city market in New Jersey: 


Z Density of population. 
(A year ' 


round market of 143,000) 


; Demand for goods. 


‘sy (237 million yearly in retail sales .. . 


the 7th highest per capita in the U. S. A.!) 


Depth of coverage. 
Our circulation has increased 11%, over a year 


80% of 


Rolland L. Adams, President 


Gallagher-DeLisser, National Representatives 


ago. May, 1957 Net Paid—40,356 (Publisher's 
circulation records). The Press is read by over 


the families in the metropolitan area. 


|the publisher at Box 210, Middle- | 


| 


| Your Own Setting” room decora- 


town, Ky. 


tion promotion in August, in con- 
junction with Baumritter Corp., 
Fieldcrest Mills Inc., Kroehler 
Mfg. Co. and 91 department and 
furniture stores from coast to 
coast. Spearheading the promotion 
will be a four-page home furnish- 
ings feature article in the August 
issue. 


e The Philadelphia edition of TV 
Guide and WRCV-TV, WFIL-TV 
and WCAU-TV, Philadelphia, are 
cooperating for the fifth consecu- 
tive summer in a series of special 
tours of the tv studios. The tours, 
conducted by a member of the 
magazine’s staff, will be held 
Thursdays, July 18 through Sept. 
12. 


e Construction has begun on a 
32,000 sq. ft. expansion of the Cal- 
ler-Times, Corpus Christi. Present 
facilities will be almost doubled. 


e Mexico This Month, a monthly 
published in Mexico City for cir- 
culation primarily among U. S. 
tourists, has celebrated its second 
birthday with announcements of 
plans to expand its paid circula- 
tion. Editor Anita Brenner, found- 
er of the magazine, reports that 
circulation is now 35,000. The 
Mexican government accounts for 
a good deal of this circulation 
through purchase of bulk subscrip- 
tions for use in its consulate and 
tourist offices in the U. S. 


e The Cincinnati Times-Star ran 
a special real estate section June 
21. Using r.o.p. color cover, it was | 
devoted to the award-winning 
Forest Park-Warner-Kanter home, 
and to the features which won it 
the American Home accolade “best 
home buy for the money.” More 
than 15,000 people saw the home 
the weekend the special section 
ran. 


Put the Atlantic City Press on your media list 
and see what a difference it makes! 


|@ To help retailers of high fidelity 
|phonograph equipment build big- 
ger sales this fall, Look is mapping 


put the Marines 


PS Ae re 


HANKSCRAFT DISPLAY MOTORS §:; 


ACTION! © 


the public every time! 


Hankscraft! 


As this Marine raises his cap, he gets 
attention! No one had to tell it to the 
Marines — they WANT action, even in 
their displays.* Movement compels at- 
tention, and action gets reaction from 


Hankscraft display motors are trouble- 
free and low in cost. They can run for 
months on a single flashlight battery. 
When action counts, you can count on 


*Display designed by Zipprodt, Ine., Chicago 


~ 


Let Hankscraft 


free book 


-- “-< 


BEA MARINE 


THE HANKSCRAFT COMPANY 


ay ® 
> 


4 f — 
‘ 3 : 


on 


Department AA-7 


engineer the animation 


ie Detailed information and drawings 


on all basic Hankscraft models to- 
gether with special motor applica- 
tions. Description of our free engi- 
neering service that helps you plan 
the animation for your displays. 


THE HANKSCRAFT COMPANY 
REEDSBURG, WIS. 

Sales offices in these principal cities: 
CHICAGO * PHILADELPHIA 
MINNEAPOLIS * NEW YORK * DALLAS 
TORONTO (Ontario) 

SAN FRANCISCO (Erlach Lee Company) 


Reedsburg, Wisconsin 


Please send me FREE manual on Hankscraft Display Motors. 


Company 


RS 


Advertising Age, July 15, 1957 


a promotion to break Oct. 1. Free 


|display materials kits will go to a 


minimum of 5,000 appliance, music 
and department stores tying in. 


e Application has been filed with 
the FCC by Gross Telecasting Inc., 
licensee of WJIM-TV, Lansing, 
Mich., for authority to construct a 
new inter-city relay station at 
Flint, Mich. 


e An imposing color folder out- 
lines the Chicago Daily News’ 
achievement in winning the Pulitz- 
er newspaper award this year. The 
folder recapitulates the Hodge 
scandal exposure, for which the 
News won the award. It also points 
out this is the tenth Pulitzer 
award the daily has won. 


e Stan Hamer of Dancer-Fitzger- 
ald-Sample, New York, has won 
the Great High Hunter competition 
for time buyers sponsored by KYA, 
San Francisco. Mr. Hamer’s prize 
is a trip to Africa. 


e Diario de la Marina, Havana, 
Cuba, will celebrate its 125th an- 
niversary Sept. 15 with a 300- 
page issue, all in rotogravure. 


e An ad in the Sunday newspaper 
section of the Sentinel, Orlando, 
Fla., demonstrated to one family, 
the Cope family, the power of ad- 
vertising. The telephone number 
in the ad was a misprint. The 
“wrong” number was that of the 
Cope family, which was kept busy 
fromm 8 a.m. on one Sunday an- 
swering callers interested in power 
tools. 


e Department of New Laurels: 

Fortune’s ad linage for the first 
half of 1957 closed with a record 
1,128 pages, up 11% over the cor- 
responding period last year. 

Redbook’s July issue carried 
39.2% more display ad linage than 
the same issue last year. 

Baby Talk had its biggest six- 
month period in its 21-year history, 
with circulation reaching an all- 
time high of 500,000 per issue, and 
ad revenue showing a 19.6% in- 
crease over the first half of 1956. 

May, 1957, was the biggest ad- 
vertising month in the history of 
the Philadelphia Daily News, 
which reports a total of 737,172 
lines for that month. 

Gross advertising revenues 
of Life’s International Editions 
reached a record first-half total of 
$2,357,000 this year. 

Business continues on the up- 
grade for WGN Inc., with com- 
bined radio and tv billings for May 
reaching the highest figure in the 
history of the company. May 
showed a 4.1% increase in com- 
bined gross billings over the pre- 
vious high month of March, 1957. 

July, 1957, McCall’s—with 291 
columns of advertising and rev- 
enue of $1,490,000—sets new ad- 
vertising and revenue records for 
any July issue in the magazine’s 
87-year history. 

Cosmopolitan reports an adver- 
tising linage gain for August of 
57% over August, 1956. 

Building Products has shown an 
increase of 200 pages or 112% for 
the first six months of 1957 over 
the first half of 1956. 


Graceman Adds Two Accounts 

Graceman Advertising, Hart- 
ford, Conn., has been appointed to 
handle the advertising accounts of 
Colonial Trust Co., Waterbury, 
Conn., and Prims sewing notions, 
made by William Prym Inc., Day- 
ville, Conn. Former agency for 
Prims was Dowd, Redfield & John- 
stone. 


McClellan Gains Philip-North 

Malcolm W. McClellan Adver- 
tising, Copiague, N.Y., has been 
named to handle the account of 
Philip-North, Farmingdale, N.Y.., 
,;manufacturer of the Breezeway 
aluminum trailer. 
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It's « wonderful State... 
with EVERYTHING for a week end of pleasure! 
Boating. Pushing. Premiching. t- 


Sermmung Sightseer) om 
but no matter whet you do, FALLS CITY BEER «ui 
make it more tun for you! 


So te Oe eee te mgs ee te ge mt 


FALLS CITY BEE 


Cae the ely gue fr 
ot cat ot tee me RENT. 


at ee cy 
‘ FALLS CITY BEER 


Cem teed d Detee tree sae 


® 


is the bee for YOU! 


CRAZY LIKE A FOX! Norm Prescoti (center), one of WBZ+WBZA’s “Live Five” DJ's, supervises beautifying of 

COUBLE PLEASURE—Falls City Brewing Co., Louisville, promoted both — a per eee ee Peer v7 ee Prescott’s ay oe —" “Daffy ee Norm’s popularity 

: . . = adds to the pull of the ton-Springfield outlet, that programs Music, News and Service to 2,872,870 radio 

a ws and the pleasure spots of its state in this two color spread homes, rates No. 1 with listeners (95% ahead of 2nd Boston station—April Nielsen). The sound difference of 

n the Louisville Courier-Journal July 2. Prater Advertising Agency, WBZ+WBZA radio proves that, in Boston and all New England, no selling campaign is complete without 
St. Louis, is the agency. the WBC stations! 


Church of England | 
Appoints Agency on — 


f Public Service Basis — 


Lonpon, July 9—The Church of 
England has appointed its first ad- 
vertising agency. 

The church’s newly formed En- | 
quiry Center has named Gordon | 
; 

” 


& Gotch here to handle a forth-| 
coming evangelistic campaign that | 
will involve “substantial press ad- 
vertising.” 

David Williams, account super- 
visor, said the campaign will be | 
similar to that of the Episcopali- 
an Church in America. 

In addition to planning and 
placing the advertising, Gordon & 
Gotch will have to help raise 
funds to support the drive. Mr. 
Williams said the agency is not) 
charging for its services, and he 
expressed the hope that national 
advertisers, publishers, block mak- 
ers, printers and other suppliers | 
would follow this lead and donate 
space and services. + 


Diddel Joins Kudner 


Andrew Diddel, formerly New 
York sales manager for Eastern Air 
Lines, has joined Kudner Agency, 
New York, as account manager for 
Pan American World Airways’ car-| 
go advertising. 


| How Premiums 
_ Build Gasoline 
Sales 


Look around the next time you say 
“fill ‘er up!” and the chances are 

mighty good you'll see some entic- 

ing premiums on the job. 

It’s no secret that gasoline stations 

have become heavy users of sales- | 
building premiums. And in the July 
issue of ADVERTISING REQUIRE- | 
! MENTS you take a guided tour be- | 
hind the scenes with California’s 
General Petroleum to see how this 
company carefully selects and pro- 
motes premiums that pull in new 
i customers and build up repeat busi- 
} ness. 
: It’s typical of how AR digs deep 
to keep you posted on advertising 
production, promotion and merchan- 
dising techniques and methods that 
really work! 

Get a full year’s trial (12 issues) 
starting with the July issue by mail- 
ing this ad, along with your $3 
check and your letterhead. 

You must be satisfied or your 
money refunded in full. 


Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 


where 


advertisers 
are 


meeting new 


opportunities 


Schuoicrats Fulton 
g wksburg 


Leonidas 


- « « the prosperous Southwestern Michigan area 


The Kalamazoo market is rich in early history of | Gazette had already become ““A Member of the 
the continent . . . still richer in sales opportunities Family.” 


today. — : : Today, in Kalamazoo, retail, industrial and 
Since its discovery in 1680 by La Salle, many public expansion is booming at a phenomenal 
traders, missionaries, merchants and manu- pace to keep up with the burgeoning economy. 


facturers have declared the Kalamazoo valley to And what is happening in Metropolitan Kalamazoo 
be the most beautiful — they have ever seen. is happening in varying degree throughout the 
The Ottawas and the Pottawatomies called it six-county area served by the Gazette. 
the land of plenty. To sell this prosperous Southwestern Michigan 
In 1850, writing in the New York Tribune, area, you need but one medium—the Kalamazoo 
Horace Greeley said, “‘Kalamazoo is the most Gazette. In Michigan’s oldest newspaper, you'll 
beautiful place this side of the base line of find not only reader-interest but also reader- 
Paradise.”” And, at that time, the Kalamazoo confidence for all that appears in its pages. 


KALAMAZOO GAZETTE + R.O. P. COLOR « EVENINGS AND SUNDAY 


THE BAY CITY TIMES = THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: AH. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillin, 785 Morket St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 
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Lund Groseth 


R&R DOINGS—It was Cinderella in reverse for Irene Small, account ex- 
Chicago, at the second annual R&R 
Round Up, an all-day outing for staff members at Four Winds Farm, 
Woodstock. Winner of a pair of men’s shoes as a door prize, Miss 
Small tried to find her Prince Charming from among Herb Lund, vp 


ecutive of Ruthrauff & Ryan, 


Buckley Pitluk Rawson 
ELECTED—New officers of Trans-America Advertising Agency Net- 
work are Earle A. Buckley, Buckley Organization, Philadelphia, 
eastern district governor; Jack N. Pitluk, Pitluk Advertising Co., 
San Antonio, western district governor, and Charles A. Rawson, 

Charles A. Rawson & Associates, Atlanta, national director. 


Gury Patterson Shope Lyden 
CRUSADERS—Leslie R. Shope, volunteer coordinator of the Ad Coun- 
cil’s Crusade for Freedom campaign (and ad manager for the Equit- 
able Life Assurance Society), talks over the 1958 campaign with 
John M. Patterson, exec vp, Crusade for Freedom, and two repre- 
sentatives from Ted Bates & Co., the volunteer agency: Jeremy 


Gury, copywriter, and John M. Lyden, senior vp. 


Lor Schoel Kirby Moore 
EDIBLE—A 400 Ib. cake, baked in the shape of a can of Johnson’s baby 
powder, marks the seventh anniversary of Garry Moore’s tv show. 
Helping Mr. Moore cut the first slice are Denise Lor, vocalist: Dur- 


ward Kirby, announcer, and Dick Schoel, product director, Johnson 
& Johnson. 


‘ 
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Fleisch Small 


~w ie 


Dearborn Mrs. Dearborn Higgins 


WINNERS ETC.—Edmund G. Dearborn, in the ad de- 
partment of Draper Corp., Hopedale, Mass., and Mrs. 
Dearborn take off on a two-week trip to England 
as the first prize in The Saturday Evening Post's 
“Time-Spent” contest for advertising people. (His 
guess came closest to the two-hours-and-20-minutes 
median time contestants estimated readers spent 


a \) 


Coffin 


Tris Coffin, 


“RETIRED’—A pretty girl demon- 
strates a barrel used for old uten- 
sils traded in as part of the “Flint 
Retirement Plan” of Ekco Products 


Co., Chicago. The program, where- 

by customers can get from 50¢ to 

$1.25, depending on the product, by 

trading in old equipment, contin- 
ues through Nov. 30. 


Metzger 
and account executive; H. B. Groseth, exec vp and head of the Chi- 
cago office (and outing host), and Jack Fleisch, 
pervisor. At the right, Bill Cline, media supervisor, shows off his win- 
ning entry in the Most Originally Decorated Cake contest to Roswell 
Metzger, chairman of the executive committee and onetime music man. 


Cline 


vp and account su- 


Carroll Nelson Schergen Scurlock Lashmet 


with a single issue of the Post.) Chicago runners-up 
were given a luau at Trader Vic’s Traders restau- 
rant in the Palmer House. Post representatives Hen- 
ry J. Higgins, L. H. Scurlock and R. S. Lashmet 
entertain Gerry Carroll, Foote, Cone & Belding, 
28th; Louis Nelson, Geoffrey Wade Advertising, 14th, 
and Marion Schergen, Wherry, Baker & Tilden, 2nd. 


Borto’ Clarke 


WITH GUEST—New officers ny the Amarillo “Advertising Club are pic- 
tured with Elon G. Borton, former president of the Advertising Fed- 
eration of America. Officers are Bill Clarke, KGNC-TV, president; 
Better Business Bureau, vp; 
Kirk department store, 

Advertising Associates of Amarillo, treasurer. 


Marjorie Urban, White & 
secretary, and Tom Kritser (not shown), 


INSIDE STORY 
n here is 
the first of a new 
ad series by Mil- 
ler Brewing Co 
designed to tell 
retailers about 
the brewery’s 
product. The ads, 
a b&w page plus 
an adjoining col- 
umn, will run in 
trade journals on 
a bi-monthly ba- 
sis from July 
through all of 
1958. Mathisson 
& Associates, 
Milwaukee, is the 
agency. 


a en ee Ee ol ee” pe Seg et ee Og a thy yee ee ae Se ee ag ey it ied ile | eee og 
xy gg I —— ss ee rae - ie RS a me "ie ed oe" i ee Kae fake Rh eee - 14 — ee ts fe i e ca oe. aaa 
es i eo. 28 i - — ; - "F4 Ve ny cS eee Tit hii ven a ea ee. 2. ee Ta =) 4 me fe ae - 
: : eee ees. aaa aeigE Sept eae se i Dg OMRON PA AMM ga. a a ee ae i ee , <8 Way ee 
agit Oe et Pike ce’ il 7 hi ae ee ia Sees ees a gepet ee i ‘ ae. Ce ee oe ei ea ila BY uc ee BPM” in! eee Vaan 
—_— eer Eo ee) a age Se ae cham a ES SE Oe 2 ge Cem Raed re eels aa Pee | eee Pa og eo a : pee ie eas Re oes Oe : 
ee iis shai ott: ja ts ea Oa eae Mame sn" 1 8 eee SS ee ‘ee ee ‘ tt ei ed ye Bi. i Er. ee ee, cee ee te, pene) Mech 
8 pepe eilaral 5 ; eho en eg te ae oN ne ‘ a ois ae Cay. ene ties oe See ees : ve nea ee a fon OG 2G SS A kG ont hee eae eee 
ee oummee eee psd ae ot on, eae erent: mie aa “aot se , . a Sn eS, Se ere Ce eee oe 
Tee Pi ma . 
eS 
-- 23 on ee ail ail 
r - | Ld | ; i  ° ; r ‘s oo * 
. 4 .. —" a ss — 2 ae er — . p ie vid ig st eae , = 
ae 3 ie == : i ‘ } RE ete ali Pro Le.  . 
Os ——a Ming td a4, — bh wore we ae ‘ * 
| q ; ee a ce od ‘ ae ; a 
. - - a 5 th , i 
yi ; ’ . —— S .s. ~ . cla cS. a 
; m i NM i ly ‘en ) . " ce a % ef : ie sole —* 
a 4 : ui \ f a & “ am a . ae mi, j a y Fi 
igi ww) UE } \ = 4 4 & % b ae sg 
: i) < ' . S ' aoe : ; —— j 
; ie. er ; % Te = 
i a my, ee — = a . ‘ , ‘SS \ a: “eg if i ss 
i - aoc, = . , {iin ” cae 
4 = “ae “eT » =~ 
ng a ™ Es 0 wttsC 
e | . § a—~ % i> , & ' ‘Ss 
=, i q 5 : 3 a ae - ‘ * ; r - aia | \\ ems eee a : Eh Pe: . 
a & -¥{ =P me be ; ‘ “eeoae lemguaes: Ss ee 
ie > « "gry : ‘ = 3: oe , oe 4 fit Si ite . ; 
29 . . e © - es "ae eae $ ore ‘3 ' : | 
r : 3 7 b: . sm ote , yy - eS pie . *e) re me ig ‘ ae = J y 
x = 5 ae wa % = a os 4 : eee ' est Ks oy » wy 
; _ *  sfpse: 7 — 4 nil \ a ie ae sy “? 
-. ane dete a a ff o a ey . : es : 
z oe at f 4 . ‘ ae ae _— — d/ . “ F aoe "4 { : ‘ I 
> ee oe ee — = | 
‘ge She P a Re - > ‘e No 
— ia nS Vet. \ a ; a gd ; 
P , hh ‘ rs : : von 
ee ‘ . 1 
a 
ili - / 
’ ee & . ee FF Fie _ _e , 
: : ee - is ~ . tm. 2 SS —< Yo i 
E eee. i ee aes -) ee eS, “oo oom e _— a . a > Ate” . : ' 
et 4 ‘ a ae “ ><  -= wy Ve —— By Cla 
os Las — >. a o . ” pats Oa iui. Ny Se ou a 
gla ; : 1 ne eo ee - $ 7 hc a S Fe ee ge BB —< 
a ee 4 igen ah pyle i ame resem ‘ Pai 7 hen: ¥ e* ,*. ; a i . t 
Cael a X. ee es ee e . plays tes. : : « — z is ee > Nai eae = a). ‘ 
ty fee "q ot om, Sn a ee i, a ee “i : ~ eae ae 
. » a, : ie ate ae: eum ee ™" ‘ ¢ . th pe * y . Oe Se +2 pin § 
4 . : ie ie ™ vs gone . sk s ae ea A ss oe ’ lp i 2 w , = \ \ 
Be - ey co = a ah ms : hy f » arn 
eee se ae a Rice Deca ae af fo Se fF e: my Ss ~~ / 
aw (<3 re i , ar a L «8 Ce 
Mis ae pecuiag” os ; a : ae F Z “| . \® : , 
ese a yh a yi sy ‘ com j * | 
‘pains latch €: Ls ; > OY gi: ieee “ “eo " ' 
<3 : ed ‘ ex ee a z a ce , Se = + Koy ore ~ & : 
aa o4 <a ae rs a Pad +. ss 7 : 
tei 4 , 
oe os oy lt ws 7 ie 
Be Oe a nee : “SNe ‘ ef. ‘al > >. i , «< ‘ 
3 sie Se it ww m, “+ a a 
Hie thi: 
oT ae eee Lrapet es 
ig oe " 
sai a , p ‘ m 3 Bay ; 
eer az ¢ '<e 
sap ad r > =k 
rae ¢ -—< j — i | , 
na : ; m Me “ il : 
: care: te = 2 . oY i 
cat ze" y Cy eee bw 4 _— Cs) Sins 
- a ke oP rap "el 
q ot ane > ae ¥ 7 | 5 ial . ~hee 2 ae ‘g neg P - 
7 ele moe: Gee is eee ee. : Fa ~~" — Om game 4 
; — eo a t ’ ~ 3 A 
7 ro, oe =), ie oy | 7h a 
a Me tet oes a ee ae : : = ‘ : 
Foray : i Rag ess we eS . ay Soy. . Cal >. Rte | ¥ ae - 
eee: a ae e eer -_ oe J sd ’ ~ 
seo - ‘ s . : > + 4 Pe | ! 
sea pe : A ‘, ; : d 
Et 2. ye er . 2 ts 
ae —_ | yy sf) A ; 
ae 9 ; iy 1 ee a ee ad 
at ; fe ' 
4 - ' " 
i . _ 
PO eA ee al ne " 
~ b ¢ J d 
es ‘ é : ; fe Te. oe a : a 
ae ; } * e ~~ . | 2 
ig aoa "9 ; : 
5 te 4 : : J ‘ % 4 i 
Pres . 
es : teak’ ‘ 
a gall \ 7 +i ¥ ito : ‘a A en \ r 
; " 4 o's . Te eee a<t > a . i 
* 7 » & : C 3 4 : : oe T m 7 Pe 
, . pos. : - bs Fee 
Ree POWDER — ia 
is os sr 
pee i ‘ Oprecienicd ‘put wart A = 2 
re ee 7 de nang ' 4 WIRES ' = : 
sais, " , . a ' 
ee . 3 ae ’ 7 4 : >. 
ke ; =a | > 1 : 
Ore, + q L~% , 
fos ’ | jo ft 
hajetatie i : ig et ¥ F 4 « ~ : 
he ‘i Agr nan —_ Fs 4 
rR , pay 7 : RY Somnsen sates paet 7 q x ~~, kh 7 ; 
, d 7 a — a ee A 
oa y 4 \ 7 ; a 
ee ‘ 4 AG» 4 
neta eng = S — is A 
Ae . = : 
ae iy 
RAED 86 ofc cited ia oi Aelia 5G ce ee ee ee ee ee 
Uh, 2) rr Tet, ae = renay Sie bagapi dy é : <A ae eh tea eS eg ae fore es ae test a cae : By eit ee ae 2 en West cree ai ee ges “ey ae é See 
ma Gees rae ae 2 lea Basel a's. Site i pes ? Se Pe ey | : ete prea ye gid eae Ss. a, Pee ie ic: ar a er ie = Bhi bib eT ta: | See 
Peet oh : 2 PSS ose ry ere ema hfe Se i SO es ee neat ee Se ei eS Lika Se es ee i Gane gr) Wee (ee fo oe ee 2 ig a ee Side ees ! Rae Raw. 2) ae 


Newsweek Surpassed All 
General Weekly Magazines In 
Advertising Page Gains During 
The First Six Months of 1957 


Source: Publishers Information Bureau 


_a powerful testimonial to 
Newsweek's com-mu ni-ca tive 


aud. ie mce (circulation now topping 1,100,000) 


NEWSWEEK’s recent across-the-board advertising progress 
might seem spectacular but for the fact that it accents a 
steady uptrend. During the past five years, for instance, 
NEWSWEEK has moved up from ninth to sixth place among all 
magazines in volume of advertising carried. 


Very largely this reflects advertisers’ increasing appreciation 
of the communicative quality of the NEWSWEEK circulation, 
multiplying several times over the “marketing value”’ of its 
already substantial size—over 1,100,000. 


com-mu’ni-ca’tive people 
spark the chain reaction of public opinion 


Communicative people are those with the capacity for 
influencing the opinions and actions of others in their 
home, business, social and community relationships. 


NEWSWEEK is edited specifically to satisfy the wide-ranging 
interests and mature minds of communicative people. It not 
only gives them all important news clearly, accurately . . . 
objectively . . . but also in the light of its significance. 


Corollary result: NEWSWEEK’s audience represents the heavi- 
est concentration of executives and high-income readers ever 
achieved by any magazine with one million or greater circulation. 


the magazine for com: mu’ni-ca‘tive people 
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..-141,000* KEY PEOPLE... 


--»DEVOTE MORE TIME IN THEIR 


-»+-TO GET THE LATEST AUTHORITATIVE 


..»e-WHO MAKE AND INFLUENCE... 


HOMES AND OFFICES...TO READING 


NEWS...TRENDS AND DEVELOPMENTS...ON 


.»»DECISIONS IMPORTANT TO YOU 


— 


AND STUDYING...ADVERTISING AGE 


EACH WEEK’S MARKETING PICTURE. 
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Established by publishers’ survey of multiple readership. Projection based on 
“Business Analysis of Total Paid Subscription Circulation for the November 5, 
1956 Issue." See ABC publishers statement for 6 months ending December 31, 1956. 
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World Gets Wider for Delco-Remy, UMS 
with Buy of Lowell Thomas TV Travel Show 


New York, July 9—Delco-Remy | 
and United Motors System divi- | 
sions of General Motors are bank- | 
ing about $3,500,000 on Cinerama- | 
producer Lowell Thomas’ new tv) 
show. They expect his adventures | 
in far away places to give them vd 
vehicle of spectacular proportions 
on CBS-TV next season. 

The color show, “High Adven- 
ture with Lowell Thomas,” is be- 
ing co-produced by Mr. Thomas’ | 
company, Odyssey Productions, 
and Campbell-Ewald, agency for | 
the two GM divisions. 

The idea of a show which would | 
try for adventure before a tv cam- | 
era by dropping in on such rarely | 
visited spots as the dense jungles | 
of Peru or the palace of the Dalai | 
Lama in Tibet was a combination | 
of mental germs from four differ- | 
ent sources. 


e The two GM _ divisions, last | 
year’s sponsor of NBC-TV’s “Wide | 
Wide World,” which GM will take 
over for institutional promotion 
next season, were looking for a 
spectacular-type program as a re- 
placement. 


e The agency was looking for the 
answer to its client’s request. 


e CBS-TV was looking for a vehi-| 
cle for CBS-Radio’s well-known 
newscaster. 


e And Mr. Thomas, who had been 
on tv in its pre-World War II 
period, was not coming back with- | 
out the right type of show. 


8 To convince GM that a show 
designed to travel and trap adven- | 
ture—such as exploring the sunken | 
Andrea Doria—was feasible, a/| 
filmed presentation was produced 
by Campbell-Ewald. 

In the film, Mr. Thomas talked 
of the project and what he would 
like to capture on film. Frank | 
Stanton, president of the Columbia | 
Broadcasting System, expressed | 
his network’s faith in Mr. Thomas | 
and went on to say the projected | 
series would be one of the most! 
important shows in the CBS-TV 
lineup in the coming season. 

Campbell-Ewald then assigned | 
a heavyweight liaison staff to aid 
in the development of the pro- 
gram. They included Phillip L.| 
McHugh, vp and director of tele- | 
vision and radio; Donald G. Kraatz, 
tv production supervisor for the| 
two divisions; George W. Davis, | 
vp; Clyde C. Bennett, account ex- | 
ecutive on the divisions; Thomas 


B. Adams, vp and assistant to the | 


president, Art Ross, in charge of 


Gambling 
on readership? 


More ranchers in the Northwest 
use the ‘Reporter for advertis- 
ing than ANY OTHER publica- 
tion ; 

And have for 17 years! 

Reach ranchers through the 
publication they read and use. 
It’s no gamble. Write for details! 


WESTERN 


LIVESTOCK REPORTER 
Billings, Montana 


tv in the New York office and 
Frank M. Leonard, in charge of 
public relations in the New York 
office. 


® To check each of the sites con- 
sidered for filming possibilities, a 
survey trip is made, on which some 


one from the agency goes along. | 


Don Kraatz is set for a trip to! Odyssey Productions may have as’ 


Australia with Gilbert Ralston, vp 
of Odyssey Productions, who is on 
leave from a post as executive pro- 
ducer of gramatic programs at 
CBS-TV. 

On each of the trips, some ele- 
ment of danger is involved. Re- 


|cently Nick Mamula, of the agen- 


cy’s New York public relations 
staff, found himself hanging from 
a ledge while checking out an un- 
derground cave in West Virginia. 

In filming the actual show, 


many as seven crews out at one 
time in different parts of the 
world. 


® Ideas to be checked out for the 
| program include: A summer visit 
|to California’s Death Valley, a 
camera hunt for Alaskan bears, 
parachuting onto icecaps, sailing 
jaround Cape Horn, a tiger hunt 


with elephants in Nepal and visits | 


to Tibet and the Peruvian rain 
| forests. 
Commercials for the show will 
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be done on location. The cave 
which was investigated recently 
by the agency proved an ideal prop 
for a Delco battery commercial 
with the suddenly-produced Del- 
co-powered light illuminating the 
darkness. (Other factors, however, 
will probably eliminate this par- 
ticular cave, the agency revealed.) 

Actual filming is scheduled to 
start in July. The hour shows will 
be programmed in color once a 
month, starting in November. Ex- 
act time slots are not set. + 
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Odyssey Appoints Three actively associated with his father 


James L. Caddigan, formerly di- |i the production of the show. 
rector of Allen B. DuMont Labora- 

tories electronicam division, has Stewart To Handle Viclad 
been named vp and treasurer of| Tracy Industries, formerly Tracy 
Odyssey Productions, New York. | Mfg. Co., maker of Tracy stainless 
The company will film the “High | steel sinks and cabinets, has named 
Adventure with Lowell Thomas”! James A. Stewart Co., Carnegie, 
program to appear on CBS-TV Pa., to handle advertising and pub- 
next season. Milton Fruchtman,|lic relations for Viclad Industries, 


McCann-Erickson Names VPs | 
Duncan MaclInness and W. S.| 


Barbieri Joins Robbins 


John P. Barbieri has joined Al-| 
Mowatt have been named vps of | fred E. Robbins Advertising, Phil-| 
McCann-Erickson Canada _ Ltd.,| adelphia, 


Toronto. Mr. Duncan is secretary 
of the company, and Mr. Mowatt 
is account manager. 


as an account execu- 


advertising department of the 
Philadelphia Daily News. 


Krochmal Named Account Exec 


Elliot to Director Post 
Aaron Krochmal has joined Dub- 


formerly director and associate|a division of Tracy. Viclad manu- 


named executive director of Odys- | 
sey. 


producer with NBC-TV, was|factures aluminum outdoor furni-| burgh, as an account executive. 


Gordon W. Elliott has been ap- 


in, Feldman & Kahn, Pitts-| pointed creative director of Au- 


tive. He was formerly with the|f 


Bs 


Standard Register Co., Dayton. 


brey, Finlay, Marley & Hodgson, 
ture and stainless steel industrial | Mr. Krochmal was formerly with | Chicago. Mr. Elliott was formerly 
Lowell Thomas Jr. will be! food service equipment. 


visual director of Town Journal. 


§) 


: 


The sound difference 
in nighttime radio... 


WESTINGHOUSE BROADCASTING COMPANY, INC. S@9 


RADIO: BOSTON, W8Z+WBZA «+ PITTSBURGH, KDKA + CLEVELAND, KYW + FORT WAYNE, WOWO + CHICAGO, WIND «+ PORTLAND, KEX 
TELEVISION: BOSTON, W8Z-TV + PITTSBURGH, KDKA-TV + CLEVELAND, KYW-TV + 


WIND represented by A M Radio Soles. * KPIX represented by The Katz Agency, Inc 


SAN FRANCISCO, KPIX 
7 


All other WBC stations represented by Peters, Griffin, Woodward, Inc 


\ 
<r 


or a 
Gt, ts CR eS 


— 


LIKELY CHOICE—Appropriately 
| one, a Miss Cottage Cheese 
Cake (Annette Leigh) has been 
chosen to help promote cottage 
cheese cake for Sidney Wanzer & 
Sons, Chicago dairy. George H. 
Hartman Co., Chicago, is the agen- 
cy. 


New Book Surveys American 
Economic Achievement 


“USA in New Dimensions,” a 
survey of the American economic 
achievement, will be published 
July 15 (Macmillan Co., $1.50). 
The 124-page handbook is based 
on the Twentieth Century Fund’s 
massive study, “America’s Needs 
& Resources.” Highlights of this 
study are presented in simple 
language by Thomas R. Carskadon 
and George Soule. 

The paperbound volume, de- 
signed for wide use, is liberally 


illustrated with graphics by Rudolf 
Modley. 


Chernow Advertising Moves 


Chernow Advertising, New York, 
has moved to 80 W. 40th St. 


NEW LONDON 
Retail Sales 

Are Highest— 
Again! 


For the 3rd year running, 
New London has the highest 
family average Retail Sales 
of any Connecticut city with 
a population of 25,000 or 
more — with a “whopping- 
big" $8261 per family! (SM 
‘57 Survey) 


Cover this isolated 61,547 
ABC City Zone easily, surely 
in The Day — New London's 
only daily. 


WW SS 
—_—— ee 


@ 
Che Bay 


NEW LONDON, CONNECTICUT 


Notional Representatives: 
GILMAN, NICOLL & RUTHMAN 
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Closed-Circuit TV 
Grows as Sales 
Promotion Medium 


New York, July 10—Use of 
closed-circuit tv as a sales promo- 
tion and public relations medium 
for business keeps on growing. 

Although many closed-circuit 
telecasts are held to introduce new 
lines to dealers, another important 
function—multi-city stockholder 
meetings—was given a boost this 
spring. 

In April, TelePrompTer Corp. 
made a_ two-way audio-video 
closed-circuit telecast of the Amer- 
ican Machine & Foundry Co.’s 
stockholders’ meeting, held jointly 
in New York and Chicago. 

Stockholders in both New York 
and Chicago were able to vote and 
ask questions while the meeting 
was taking place. 

The fact that 15 multi-city 
closed-circuit telecasts were staged 
in the first quarter of 1957 (there 
were six in the corresponding peri- 
od in 1956) prompted Irving G. 
Kahn, TelePrompTer’s president, to 
predict that “within another two 
years, closed-circuit tv will be as 
important a part of advertising 
agency billing as any major mae 
um today.” 


s While two of the most active 
companies in staging closed-circuit 
telecasts for businesses only came 
into being in December, 56, TNT 
Tele-Sessions goes back to early 
1949; on July 1 it had completed | 
139 telecasts, But Nathan L. Hal-| 
pern, the company’s president, con- | 
siders his field to be “just a year 
out of the pioneering stage.” 

TelePrompTer’s closed-circuit tv 
operation began with the purchase | 
of Sheraton Closed Circuit Televi-| 
sion in December. 

Closedcircuit Telecasting System, 
a third company, was started last 
December to specialize in color 
closed-circuit tv. The company 
purchased 40 color units from Ra- 
dio Corp. of America, and its first | 
big order, a color telecast in the fall 
to more than 25 cities, has already 
been signed, according to Fan- 
shawe Lindsley, president. He 
did not name the buyer. 

Closed-circuit facilities are often 
used in the introduction of new 
lines to dealers. Only July 1, 17,000 
distributors and dealers in 44 loca- 
tions saw the new line of General 
Electric’s portable appliance divi- 
sion through TNT. 


How To Rack Up | 
More Sales | 


Rack distribution of products is add- 
ing valuable volume to many items. 
But to successfully merchandise rack 
distribution calls for a new approach 
to packaging. 

So here, in the July issue of 
ADVERTISING REQUIREMENTS, 
you'll find a guide to preparing your 
product for racks. 

The point we're really trying to 
make is that whenever you find a 
problem in advertising production, 
promotion or merchandising, you'll 
find ADVERTISING REQUIRE- 
MENTS angling for the solution for 
you. 

It’s AR’s job to help you in every- 
thing an adman does except buy 
time or space. 

Try this valuable monthly service 
by attaching this ad and your $3 
check to your letterhead. Mail today 
for a full year’s (12 issues) trial. 

Complete money back guarantee, 
of course. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


Later in the month, the major;times pass the $300,000 mark. 
appliance division of GE used Tele-| Other program productions: a 
PrompTer’s facilities to introduce|technical center dedication for 
its tv receivers and home laundry |General Motors, an exhibition of 
equipment in a 40 city telecast. In| plant operations for GE’s jet air- 
September, the outboard motor line | craft division, an exhibition of re- 
of Johnson Motors gets a tv show-|mote plants shown during an In- 
ing in 18 cities through TelePromp-|ternational Business 
Ter. \Corp. stockholders’ meeting, a | holders could cast their votes dur- 

The importance of color in the|labor-management meeting for|ing the meeting they were watch- 
introduction of a new line was il-|the New York Hotel Assn., fund-| ing on the screen. 
lustrated in a show done for the|raising meetings for the United| Further integrating the two 
International Harvester Co. by|Jewish Appeal and the Republi- | meetings, American Machine di- 
TelePrompTer. In addition to b&w | can National Committee, fashion | vided its executives between the 
tv transmission of the main show to| shows for the New York Dress In-|two sites. The executives an- 
48 cities, TelePrompTer arranged | stitute and the Celanese Corp.,|swered questions directed at them 
for a color motion picture showing | the annual dinner of the National | by stockholders in both cities. 
in each of the sites. |Assn. of Manufacturers and a As a result of the increased 

Kleinert Rubber Co. merchandis-| stockholder participation, Ameri- 
s An example of what TNT /ing exhibition for department|can Machine termed the meeting 
terms program productions is store buyers. its best ever. 
found in GE’s “Live Better Elec-| Some of the special staging fa- 
trically” promotion, which includ-|® Since its telecast of American cilities offered by TelePrompTer 


source of revenue is months off, 
since most of the stockholders’ 


In the American Machine meet- 
ing, an elaborate communications 
set-up between the New York 
and Chicago sites was rigged by 
Machines |TelePrompTer so Chicago stock- 


;ed a musical script, orchestra, 12 Machine & Foundry’s stockholders’|may keep the chairman of the 


dancers, a vocal chorus of eight,| meeting, some 20 companies have | board from ruining a $60,000 show 
sets, and the talents of Betty Fur- | expressed interest in using closed- | with stage fright. 
ness, Ronald Reagan, John Daly circuit tv to conduct their annual For executives who forget their 


meetings are held in the spring. | speaker's 
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twin one-way mirror type speech 
view units, which reflect the 
manuscript from a 
prompting device in the base of 
the units. The audience can see 
only two glass stands. 

Another aid for the inexperi- 
enced speaker is the _ telelens, 
which unrolls the speaker’s man- 
uscript within the structure of the 
tv camera and reflects it over the 
camera lens with a one-way mir- 
ror, forcing him to look at his 
unseen tv audience. 

Finally, to give the perform- 
ance the touch of professional 
timing, TelePrompTer has a Tele- 
Mation device which automatical- 
ly sets off sound and other effects 
at their proper intervals. 

Industry leaders differ greatly 
on the current practicality of col- 
or in closed-circuit. TNT’s presi- 
dent feels that present processes 
are not “big enough, bright 
enough or good enough.” Tele- 
PrompTer feels that color is not 


and Gisele MacKenzie. Costs of | meetings, 
these program productions some-| However, _ this 


newly 


TelePrompTer reports. speeches or keep their eyes glued|ready because of variance in pro- 
tapped |to a manuscript, the company has|jection quality and the relatively 


gu 


Can business publication§ 


By reputation, salesmen are reluctant to credit 
anything but their own selling efforts for getting 
names on the dotted line. 


Actually, it’s quite a different story. The most 
successful salesmen will tell you two important 
things about selling. 1. That the selling process is 
largely a matter of communicating ideas. 2. And 
that specialized business publication advertising 
can help importantly to register information 
with prospects. 


Of course each salesman will express this in his 
own way...but they all agree that selling would be 
far more difficult without the advertising that 
appears in the industrial, trade, and professional 
publications that serve the specialized markets 
to which they sell. 


Here, for instance, is what three salesmen say 
about this kind of advertising: 


dee 


William W. Cox : 
AMP, Incorporated 


sells to industry 


Says Mr. Cox: 


“The quickest way we can introduce a product 
is by introducing it through advertising in busi- 
ness papers. That way we get it around faster 
than we can by word of mouth alone. On occasion 
my home office has inquiries out to me before I 
can get to the customer or prospect to introduce 
a new product. They’ve already seen it in a trade 
magazine. 


“It’s interesting to note that within the last two 
weeks I received a survey which shows about 80% 
of the new customers we get on our books comes 
through our trade publication advertising. Of 
course, our company is only 15 years old and 
we have grown from what you might say, noth- 
ing, to the biggest in our business. Certainly a 


lot of that has come from our advertising cam- 
paigns. Our name is known throughout the world 
right now, purely because of our advertising pro- 
gram. When I go to a prospect now, they know 
my company, they know my product . . . it makes 
my job easier, and opens doors when I have to 
make cold calls.” 


George A. Ecclesine 
Gerberich-Payne Shoe Co. 


sells to retailers 


Says Mr. Ecclesine: 


“We couldn’t get along without trade advertising 
in the boy’s shoe business. I’Il tell you why. 


“Ours is not a big shoe company but we have to 
cover the whole country. There are just ten sales- 
men. Most of our business is done with the 
smaller retailers and you can see that we are not 
able to call on any one retailer too often. But 
our advertising can call on these fellows every 
month. We know that they see the ads and read 
them because they know who we are when we 
walk in the door and they’re ready to start talk- 
ing about the very things that have appeared 
in our ads. 


“For instance, we had an idea that the boy’s 
shoe business was being neglected by the general 
clothing store or the general shoe store, and was 
drifting to the men’s shoe stores. To dramatize 
this concept of business being lost we started 
running a series of initials at the foot of our ads. 
They read BSB-FMB. 


“People in the trade started asking about these 
initials and the mystery was built up to a climax 
at the shoe convention in Chicago that year. 
There we made it known that the initials stood 
for ‘Boys Shoe Business is Future Men’s Busi- 
ness.’ The idea really caught on. As you can see, 
the whole build-up was made, quite inconspicu- 
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small color image projected. 

General Precision Laboratory is 
working on a color closed-circuit 
unit which will probably have 
9x12’ projection, against the 6x8’ 
projection of present color equip- 
ment, William Rosensohn, vp of 
TelePrompTer’s group communi- 
cations division, said. 


en 


® Costs of closed-circuit trans- 
mission of an annual dinner, new 
line introduction or fund-raising 
meet run from $1,500 to $2,000 
per city used, depending on pro- 
duction talent, reception site and 
special effects costs, according to 
TelePrompTer. 


EE eee 


Rosensohn predicted. One of the 
most costly items in transmission 


points of reception in each city. 
The loop averages $500 per city 
in b&w and $750 for color. How- 


Greater volume in the industry | 
can bring costs down 50%, Mr. | 


telecast, the loop can be re-used 
at no cost. 


program productions. # 


Beaman Named to PR Post 


ginated and planned for Curtis 
Publishing Co., has been named 
public relations director of Al- 
lied Properties Co., owner of the 
Plaza and Clift hotels in San 
Francisco and the Biltmore at 
Santa Barbara. Mr. Beaman re- 
cently sold his interests in the 
Traveler, a chain of regional pub-| 
lications in the East which he| 
founded 10 years ago. 


'BBDO Names Two in L. A. 
Earl Soto, formerly with the 


is the closed-circuit loop from the | Chicago and Los Angeles offices 
local telephone company to the|of McCann-Erickson, has joined 


ithe art department of Batten, 


Barton, Durstine & Osborn, Los| Drake to ‘Industrial Design’ 


Angeles. Hal Ballman has been 


ever, 30 days preceding and 30)|added to the agency’s media de- 


Of TNT’s 139 telecasts, 54 were | 


J. Frank Beaman, at one time | 
editor of Holiday, which he ori-| 


RCA Victor announces a new kind of TV 
lean,e lean and mirror-sharp ! a-p-smnee 


00 bila Serr ovate teli-vimeeme’ 2 tow canatiede finns “LOTR, 


Ou .\u ona 


ee25ceen 


LEAN, CLEAN—This color spread, emphasizing the “slender” line, is 
scheduled for Life, July 29, and The Saturday Evening Post, Sept. 


7, by RCA Victor. 


Seal Co., Philadelphia, has joined 


Robert D. Drake, formerly ad-|Whitney Publications, New York, 


vertising and sales promotion man-|as advertising manager of Indus- 


following a_ closed-circuit | partment. 


ager, can division, Crown Cork &/ trial Design. 


ously too, in our trade advertising. That’s just 
one example of how much we know these trade 
ads are read, and what a job they are doing 
for us.” 


‘ - | 
Fred Snyder, Cleveland District 
Worthington Corporation 


sells to industry 


Says Mr. Snyder: 


“We have, of course, sales leads from our business 
paper advertising that are forwarded to us on a 
monthly basis. But also the trade advertising has 
its impact on many who do not at the time re- 
quest specific information. Worthington is far 
better known today than it was five years ago, 
due in no small measure to the aggressiveness of 
its advertising and sales promotion department. 


“Their work makes my job easier. First of all, 
we have an entree in companies where some 
Worthington products were not previously as 
well-known as our original line. We’re getting a 
lot better sales coverage on all products. The 
Corporation manufactures so many products to- 
day that even regular customers may be unfa- 
miliar with some of these products. Through trade 
advertising and sales promotion we have been 
able to sell the whole Worthington line. 


“Getting back to sales leads—they are particu- 
larly helpful to our dealers. In Cleveland, W. M. 
Patterson Supply will undoubtedly receive in- 
quiries from Worthington’s advertising. Scott- 
Tarbell, Inc., Cleveland Oak Belting, or other 
dealers handling special product lines will pick 
up leads from our advertising to help them get 
business. 


“T think we’ve grown eightfold since the war. 
This year we hit two hundred million. It used 
to be that twenty-five million was a good year. 
The advertising and sales promotion department 


advertising actually sell? 


has aggressively been attacking their part of the 
problem within the last five years. Prior to that 
the name Worthington was not nearly so well 
known and we put much less emphasis on adver- 
tising.” " 


Ask your own salesmen what your company’s business 
publication advertising does for them. If their an- 
swers are generally favorable you can be sure that 
your business publication advertising is really helping 
them sell. If too many answers are negative it could 
well pay you to review your advertising objectives — 
and to make sure the publications that carry your 
advertising are read by the men who must be sold. 


How salesmen use their companies’ 
advertising to get more business 


Here's a useful and effective package of ideas for the sales 
manager, advertising manager or agency man who would 
like to get more horsepower out of his advertising. Send for 
a free copy of the pocket size booklet entitled, ‘‘How Sales- 
men Use Advertising in Their Selling,"’ which reports the 
successful methods employed by eleven salesmen who tell 
how they get more value out of their companies’ advertising. 


You'll find represented many interesting 
variations in how they do this. Some are 
very ingenious; all are effective. You can 
be sure that more of your salesmen will 
use your advertising after they read how 
others get business through these simple 


methods. 


The coupon is for your convenience in 
sending for your free copy. Then, if you 
decide you want to provide your salesmen 
with additional copies, they are available 
from NBP Headquarters in Washington, 
at twenty-five cents each. Or if you choose 
you can reprint the material yourself and 
distribute it as widely as you please. But first, send for 
your free copy. 


NATIONAL BUSINESS PUBLICATIONS, INC. 


N] IBIP, ..each of which serves a 


specialized market in a specific 
industry, trade or profession. 

NATIONAL BUSINESS PUBLICATIONS, INC. | 

Department 1A 


1413 K Street, N. W. 


Washington 5, D. C. STerling 3-7533 


Please send me a free copy of the NBP booklet 
“How Salesmen Use Advertising in Their Selling.” 


Name 


Title 


Company 


Street Address 


City Zone State | 


c----------- Oe 
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Dept. Store Sales 
Best in Six Years 
in ‘56, Study Finds 


CAMBRIDGE, Mass., July 10—De- 
|partment store sales were good 
in 1956. Despite a slight climb in 
expenses, profits before taxes 
touched 6% for the first time 
since 1950, and net earnings were 
the best in the past six years, 
|according to Malcolm P. MeNair, 
Lincoln Filene professor of re- 
tailing at the Harvard University 
graduate school of business ad- 
ministration, in his annual “Op- 
erating Results of Department & 
Specialty Stores in 1956.” 

Specialty stores also showed a 
sales increases in 1956, Profes- 
sor McNair reports, but this 
group of stores did not do as 
well as women’s apparel and ac- 
cessory stores generally. Special- 
ty store sales increased only 
3.5% for the year, as against 
8.1% reported by the Department 
of Commerce for women’s appar- 
el and accessory stores. 


® Department stores spent 2.75% 
of the net sales of their owned 
departments on advertising in 
1956, as compared with 2.85% in 
1955. All other expenses, except 
real estate costs, went up in 1956 
in proportion to sales. Real es- 
tate costs were the same as they 
were in 1955. Total expenses 
were 33.75% of net sales, com- 
pared with 33.55% in 1955, thus 
continuing a trend going on since 
1947 for expenses to increase in 
proportion to sales. 1955 was an 
exceptional year in that the ex- 
pense ratio then dropped in com- 
parison to 33.75% in 1954. 

Specialty store kept the ratio 
of advertising expense to sales 
the same in 1956 as in 1955— 
3.6%. Total expenses for 1956 
were 37.3% as compared with 
37.2%. 

The report is published by the 
Harvard University graduate 
school of business administration, 
division of research, Bulletin No. 
149. It sells for $5. + 


Meader Retires from Ayer 

Stephen W. Meader, associate di- 
rector of N. W. Ayer & Son’s copy 
department in Philadelphia, retired 
July 1 after 30 years with the 
agency. He is the author of 30 
books for teen-agers, all still in 
print. 


a giant's voice 
Heard throughout the Rocky Moun- 
toin West...is the welcome voice of 
KOA-RADIO! It's the giant 50,000 
watt voice that hos dominated the 
rich Western Market for over 32 
years! 


GIGANTIC RESULTS — 
KOA-RADIO is the giant selling 
force in the West... the 
only voice you need to reach — 
ond sell—the entire 
Western market! 


KO Zh 


One of America’s great radio stations 


850 Ke . $0,000 WATTS 
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“Every man is like the company he is wont to keep.” 
—EURIPIDES 


.. as true today as when it was written 2400 years ago 


Among a most impressive listing of our customers you will find 
eight advertising agencies whose respective 1956 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 


NANN 


4 color press equipment — Precision color negatives on the Klimsch 


‘Ampex Audio Inc. 
Sets Fall Campaign 
for New Hi-Fi Line 


San FRANCISCO, July 10—Follow- 
ing the unveiling of new models at 
the Music Merchants Show in Chi- 


Sunnyvale, Cal., a subsidiary of 
Ampex Corp., will feature its three 
new stereophonic home music lines 
in consumer, hi-fi and trade mag- 
azine ads, radio spots, point of 
purchase displays, co-op newspa- 
per advertising and promotional 
literature. 

General magazines scheduled for 
fall are Holiday, House & Garden, 
National Geographic, The New 
Yorker and Saturday Review of 
Literature. 

Hi-fi consumer magazines will 
include High Fidelity, Hi-Fi Tape 
Recording, Hi-Fi Music at Home, 
Audio Magazine, Audiocraft and 
How to Plan Your Hi-Fi System. 


Atomic power in Caesar’s day? 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 


Yet this is the case 


rich heritage of learning. 


by 1967. 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 


The crisis is composed of several elements: a sa’. ‘y 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 


In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


on the quality of knowledge generated and transmitted 


cago next week, Ampex Audio Inc., | 


by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


KEEP IT BRIGHT 
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Trade publications used will be 
Home Furnishings Daily, Hi-Fi 
Trade News, Downbeat, Radio & 
Television News and Harrison 
Tape Catalog. 


® Ampex dealers will be supplied 
with ad mat books containing new 
artwork and ads directed to special 
audiences for their co-op adver- 
tisements. Retailers also will get 
copies of a 16-page color brochure 
featuring photos of each model, 
plus smaller brochures for mass 
distribution. 

Boland Associates, San Francis- 
co, is the agency. 


SYMPHONIC SETS PUSH 


New BruNSwWICcK, NJ., July 9— 
Symphonic Radio & Electronics 
Corp. will spend approximately 
$180,000 in business papers, news- 
papers and consumer magazines to 
introduce its 1958 line of high fi- 
delity instruments, phonographs 
and tape recorders. This figure 
does not include co-op advertising 
and point of sale promotion. 

Business publications will re- 
ceive 50% of the Symphonic budg- 
et; magazines will get 35% and 
newspapers the remainder. Maga- 
zine schedules run September 
through December in about six 
publications. The ads will be 
smaller than page size. 

Campaign theme will be “Music 
in color,” emphasizing an extensive 
use of color fabrics for the porta- 
ble models. The line consists of 
nine phonographs, three radio- 
phono combinations, ten hi-fi in- 
struments and five tape recorders. 

Milton Samuels, New York, is 
the agency for Symphonic. # 


Formfit Sponsors Contest; 
Begins Skippies Campaign 
Formfit Co., Chicago, has an- 
‘nounced plans for a nationwide 
teen-age “Bobbie Bra and Girdle 
Contest” to be conducted during 
|August and September. The con- 
test will be publicized via full- 
page ads in the August and Sep- 
tember issues of American Girl 
and Seventeen, and in the Septem- 
ber issue of Co-ed. They wii! be 
supplemented by newspaper ad 
mats and counter displays for store 
use. Cashmere sweaters, offered as 
|prizes, were decided upon after 
| Formfit made a preliminary sur- 
| vey to find the girls’ own choice. 
| Formfit also will launch a back- 
|to-school campaign for Skippies 
junior girdles and panty girdles 
with full-page ads in eight na- 
tional magazines: Life, Mademoi- 
selle, Glamour, Charm, Modern 
Romances, Photoplay, True Story 
and Seventeen. MacFarland, Ave- 
yard & Co. is Formfit’s agency. 


Bissell Slates Promotion 
for Breeze Sweeper 

Bissell Carpet Sweeper Co., 
Grand Rapids, will run a “carni- 
val of savings” promotion from 
Sept. 16 through Oct. 31, offering 
its Breeze sweeper at $9.95. Regu- 
lar price is $11.95. A color page in 
the Sept. 23 issue of Life will open 
the promotion, augmented by two- 
minute tv spots on “Matinee The- 
ater” (NBC-TV) and one-minute 
tv spots in 100 cities for the dura- 
tion of the promotion. Point of 
purchase units, in keeping with 
the carnival theme, feature ani- 
mals. N. W. Ayer & Son, Chicago, 
is the agency. 


Magnecord Ads Under Gregg 

Paul E. Gregg, advertising di- 
rector of Midwestern Instruments 
Inc., Tulsa, also has been named 
to head advertising and merchan- 
dising activity for the company’s 
Magnecord division in Chicago. 
Recently merged with Midwestern, 
Magnecord began advertising in 
trade publications last month, and 
the ad schedule for the remainder 
of 1957 includes series of full-page 
ads. 
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NADA Plan Aims to 
Improve Dealers’ 
Auto Servicing 


MAcKINAC ISLAND, Micu., July 9 
—A new plan to improve dealer 
maintenance of autos through in- 
creased reimbursement from the 
auto makers has been proposed by 
Frederick M. Sutter, president of 
the National Automobile Dealers 
Assn. 

Mr. Sutter told the annual con- 
vention of the Michigan Automo- 
bile Dealers Assn. here that the 
NADA plan would not only benefit 
the public, especially in regard to 
improving traffic safety, but would 
benefit the industry as a whole. 

Under the plan the auto makers 
would pay the dealer a certain sum 
per new unit sold or delivered in 
the trading area, regardless of 
whether sold or delivered by the 
dealer or not, “as consideration for 
the dealer’s maintenance of ade- 
quate and proper facilities, parts 
and personnel as required by the 
selling agreement and for guar- 
anteeing performance of proper 
warranty and after-delivery serv- 
ice on all new cars of his make 
sold or delivered within his trad- 
ing area.” 


s In return dealers’ cost per unit 
would be increased by a certain 
sum with a minimum of $100. He 
said the plan would help remedy 
a number of evils in the industry. 
Among these he listed: 

“1. Clean up the bad advertising 
situation—for quite apparent rea- 
sons. 

“2. Greatly curb deliberate 
cross-selling. 

“3. Curtail raiding by salesmen 
of dealers who as a practice have 
resident salesmen in a_ brother 
dealer’s city. 

“4. Help eliminate ‘discount 
houses,’ ‘referra] deals’ and boot- 
legging, none of which provide the 
public with vital service. 

“5. Correct much of the so-called 
mal-distribution problems now 
prevalent. 


“6. Encourage and reward deal- | 


| 
| 


| 


53 
the servant of the community so|public confidence, increased sales,| Agey Becomes Southern | of the agency, explained that the 
secured. increased profits and increased| Agey Advertising, Miami, has|change “better reflects our theory 


“9. Develop dealer community | pride in being an automobile deal-| changed its name to Southern Ad-|of team operation, rather than a 


activities with resulting better/er.” + : vertising. Hoite Agey, president | one-man service.” 


ers for the proper development of | 


the sales and service potential of 

their true areas of responsibility. 
“7. Build morale of salesmen and 

attract men of higher caliber. 


“8. Build customer good will by | 


becoming dependent upon and thus 


Billy Bullet 


Sells Mail Orders 


. 


“The RIFLEMAN alone has pulled 
more orders for us than other pub- 
lications with combined circula- 
tions of over 2,500,000! 


“We have thousands of regular 
customers secured entirely thru 
our small ads with you.” 


(Name on Request) 


~™KMERICAN © 


- RIFLEMAN»...~ j 


scott CIRCLE WASH. 6 0.C. 


SAN DIEGO= 
YOUNG GIANT MARKET €. 


1956 Food Store Sales: @iae 
$229,630,000! @ ~ 


oe 


Bigger Than- 


Denver, Colorado . . $226,900,000 
Columbus, Ohio . . 188,811,000 

New Orleans, Lovisiana . . 174,462,000 
Indianapolis, Indiana . . 168,797,000 
Rochester, New York . . 156,183,000 


Reach and sell San Diego — Young Giant Market of 
the West — through the 83% saturation coverage 
of The San Diego Union and Evening Tribune. 


hg 
Sales estimates copyrighted 1957 Sales Management Survey 73 iy. 
of Buying Power. Further reproduction not licensed. { i "= 
” : A Vow 
“eq 


Ne 
“The Ring of Truth” 


COPLEY NEWSPAPERS 

15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Advertise By theMile! 
All TRUCKS have Yarder Motel Fras 
Two Big Jobs!.. | Frames make the 


second job easy. 
Changeable Poster Cards make product promotion flex- 
ible. Change-Ad Frames for Truck, Bus & Taxi Advertising. 


YARDER MANUFACTURING COMPANY | 
816 PHILLIPS AVENUE © TOLEDO 12, OHIO | 


Another Book Published on 
Motivation Research Field 

The motivation research field is 
proving to be a popular subject for 
authors. The latest entry is “Intro- 


| market research o: ganization. This 


is a 230-page guide to the field, 
explaining what motivation re- 
search is and how it can be used. 


It is heavily weizhted with ex-| 


duction to Motivation Research,” |amples. Business Bourse is the 
by J. George Frederick, president | Publisher; the book sells for $4.75. 


of the Business Bourse, New York 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Oregon Daily Is Sold 

| The 88-year-old Democrat-Her- 
ald, Baker, Ore., !:as been sold to 
a group of buyers from the Press- 
Democrat, Santa Rosa, Cal. They 
are Mrs. Ernest L. Finley, presi- 
dent and publisher; Evert B. Per- 
son, assistant publisher; Dan Bow- 
erman, general manager, and Lee 
Bollinger, who formerly was with 
the Santa Rosa newspaper. Mr. 
Bollinger is the new editor and 
publisher of the Baker newspaper, 
succeeding Lucien P. Arant. 


|British Frigidaire to 


Push ‘Baby’ Model 


Lonpvon, July 9—The British 
Frigidaire division of General Mo- 
iors Ltd., which is promoting a 3.1 
‘u. ft. refrigerator with a major 
orint drive, also is planning to take 
over overseas business in commer- 
‘ial refrigeration products recently 
vacated by the U.S. Frigidaire di- 
vision. 

A. W. Porter, director and gen- 
eral manager of the British Frigi- 
daire division, told British distrib- 
utors here that the recently 
announced decision by Frigidaire 
that it was discontinuing produc- 
tion of commercial refrigeration 
products in its Dayton plant meant 
Frigidaire in Britain would be 


SOMETHING 
~ MISSING 


_— 


a 


ss 


...LIKE CALIFORNIA W/7H0U7 
THE BILLION-DOLLAR 


VALLEY OF THE BEES 


¥ Actually, total effective buying income of more 
than $2.7 billion 


¥ Contains 3 of top 9 counties in gross cash farm income 
in the United States 


¥ Not covered by San Francisco and Los Angeles newspapers 


Watch sales grow when you sell all of the nation’s leading farm 
state, California — including the prosperous Inland Valley. And 


e THE SACRAMENTO BEE 


coast newspapers don’t get through to Valley people, who read 
and believe in their own Bee newspapers. 


Data source: Sales Management’s 1957 Copyrighted Survey. 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


¢ THE MODESTO BEE 
e THE FRESNO BEE 


a, 
‘ 
% 


te the newspaper field, only McClatchy gives national advertisers three types of discounts -- 


bulk, frequency and a combined bulk-frequeacy Check O'Mara & Ormsbee for details. 
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News for hore: 4 tx 


NEW! OWN 


DUE TVEE! 


AGENUINE |“ys 


FRIGIDAIRE FOR ONLY 65 GNS! 


VO Ont ORG oo PRIGIDAIRE 


ne ee ee ee ne ee 


pABY—Frigidaire Ltd. is using gen- 
eral and women’s magazines to 
promote its new 3.1 cu. ft. model 
in the British market. 

| 

able to supply markets all over the 
world through the existing GM dis- 
'tribution system. 

| Meanwhile, in the domestic field, 
Frigidaire is introducing its MY- 
31T model in a splashy advertis- 
ing campaign handled by Foote, 
Cone & Belding Ltd. 

This is the first “baby” 3.1 cu. 
ft. Frigidaire made by the compa- 
ny, and it is being heavily promot- 
ed in general and women’s maga- 
zines. 


s Advertising uses the copy theme 
of “a luxury refrigerator—without 
a luxury price tag.” The new 
model is offered in a ranve of five 
colors: Cotswold cream, Sherwood 
green, Mayfair pink, Olympic red 
and snowy white. 

“Only Frigidaire (which has 
made 20,000,000 refrigerators) has 
the ‘know-how’ to build a refriger- 
ator like this,” says the copy. * 


Food, Drink 
Companies Buy 
Most TPA Films 


New York, July 9—Food product 
makers, brewers and bakers ac- 
counted for more than half of Tele- 
vision Programs of America’s syn- 
dicated tv film sales during the 
first six months of 1957. This was 
a sizeable increase over what the 
three categories pooled at TPA in 
the second half of 1956. 

The biggest change occurred 
with bakeries, which moved from 
fifth to third place in TPA product 
categories with a 4% gain over the 
last half of 1956. 

The bakers’ increasing activity 
is demonstrated in the case of the 
TPA series, “Hawkeye and the 
Last of the Mohicans,” which has 
attracted such floury sponsors as 
Langendorf United Bakeries, San 
Francisco; Bell Bakeries, New 
York; Ideal Baking Co., Lufkin, 
Tex.; Tasty Baking Co. Baton 
Rouge, La., and Awlstadt & Lang- 
lass Baking Co., Waterloo, Ia. 

Four programs were included in 
the TPA sponsor analysis. They 
were “Hawkeye,” “Don Ameche 
Presents Stage 7 Theater,” “Count 
of Monte Cristo” and “Susie.” + 


= 


Storer Names Two VPs 

Claude H. Frazier and Lionel 
Baxter have been named vps of 
Storer Broadcasting Co. Mr. Fra- 
zier is managing director of 
WAGA, Atlanta, and Mr. Baxter 
is managing director of WIBG, 
Philadelphia. 


|Branham Adds Three 

| Branham Co. has been appointed 
to represent KGGM and KGGM- 
TV, Albuquerque, and KVSF, 
Santa Fe. Weed & Co. formerly 
handled KGGM and KVSF. Weed 
Television Corp. represented 
| KGGM-TV. 
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Charles Husting, 
Burnett Director, 
VP, Is Dead at 52 


Curcaco, July 9—Charles 0.) 
Husting, 52, a vp and director of | 
Leo Burnett Co., died July 7, after 
less than a week's illness, in Chi- 
cago’s Passavant Hospital. 

Born in Kaukauna, Wis., in 1904, 
Mr. Husting joined the Burnett 
agency as an account executive in 
1944. He was made a vp six years 
ago and was named a director in 
January, °57. 

Formerly he had been an ac- 


bicam, before that a sales repre- 
sentative of Time Inc. and Crowell- 
Collier Publishing Co. Earlier he 
had been in sales work with Bauer 
& Black. 

Mr. Husting was active in civic 
and club affairs. At the time of his 
death he was chairman of the pub- 
licity committee of the Ravinia 
Festival Assn. He had been active 
in the Citizens for Eisenhower 
committees in the 1952 and 1956 
campaigns. He was a member of 
Exmoor Country Club and the Uni- 
versity Club. 


REXFORD W. HOVEY 

New York, July 9—Rexford W. 
Hovey, 64, vice-chairman of Ox- 
ford Paper Co., died July 7 at his 
summer home at Westhampton 
Beach, N. Y., of a heart attack. 

Born at North Hatley, Que., he 
was graduated from McGill Uni- 
versity, Montreal, and was identi- 
fied with the paper industry both 
in Canada and the U. S. during his 
entire business career. 

From 1915 to 1919 he was chief 
of the pulp and paper divisions of 
the forest products laboratories 
and Imperial Munitions Board of 
Canada. He served as director of 
research and technical director of 


Abitibi Power & Paper Co. from 
1919 to 1926. From ’26 to ’28 he 
was general manager of the Nash- 
waak Pulp & Paper Co., St. John, 


|N. B., an Oxford subsidiary. 


In 1928, Mr. Hovey became tech- 
nical director of Oxford Paper Co. 
and served successively as vp, exec 
vp and vice-chairman ef the board. 
He was elected to the latter posi- 
tion in April, 1956. He also was vp 


of Nashwaak Pulp & Paper Co. and | 


a director of Oxford Miami Paper 
Co. and of Rumford Falls Power 
Co. During World War II, Mr. Ho- 
vey was director of the pulp and 
paper division of the War Produc- 


| tion Board. 
count executive with Young & Ru- | 


FRANK SAMUELS JR. 


HOLLYWwoop, CAL., July 9—Frank 
Samuels Jr., 45, Pacific Coast 
manager of television network 
sales for Columbia Broadcasting 
System, died here July 7 after an 
illness of several weeks. 

He was formerly a vp of the 
American Broadcasting Co., and of 


the William Morris Agency, talent | 


representative. He had been with 
CBS about five years. Born in Cur- 
tis, Neb., Mr. Samuels was at one 
time active in radio in Lincoln and 
Omaha. 


WALTER W. OEHRLE 

Omana, July 9—Walter W. Oehr- 
le, 64, free lance commercial artist 
and creator of “Elsie the Cow” for 
the Borden Co., died July 3 after a 


heart attack while visiting here at | 


the home of his brother, Warren 
Oehrle. 

Born here, Mr. Oehrle began 
drawing at an early age and started 
his career as an illustrator on the 
former Omaha Bee. Later 


ald and with Walt Disney in Hol- 

lywood. He went to New York as 

a free lance artist in the ’20’s. 
Mr. Oehrle suggested the idea 


he | 
worked for the Omaha World-Her- | 


of a cartoon cow for advertising | 
purposes to the Borden Co. in 1939. 
While with the Disney studio he} 
had done cartoons for the mother 
,of “Ferdinand the Bull.” Borden 
accepted the idea and “Elsie” be- 
came a part of the company’s na- 
tional advertising in 1939, when} 
the “Dairy World of Tomorrow” 
was staged as Borden’s exhibit at 
the New York World’s Fair. 

| Mr. Oehrle also did advertising | 
|art work for the Union Pacific | 
| Railroad, Northwestern Bell Tele- 
phone Co. and other industrial 
companies, as well as illustrations 


Shortly after graduation from 
Yale in 1907, Mr. Griswold joined 
McCann-Erickson in New York, 
and subsequently became a vp. In 
1931 he organized his own adver- 
tising and merchandising agency 
and later became a member of the 
executive staff of Fuller & Smith & 
Ross. 


rector for the Civilian Production 
Administration in New York and 
New Jersey during World War II. 

Mr. Griswold joined the Silex 
Co., Hartford coffee-maker manu- 
facturer, in 1946 as public rela- 
tions director and three years later 


| for magazines. 


ARTHUR R. GRISWOLD 

New York, July 9—Arthur R. 
Griswold, 72, former advertising 
|and public relations man, died here 
| June 29 following a long illness. 


he became director of the Yale 
| University Housing Bureau here. 
| He retired a few years ago. 


Yolton to ‘Nation's Business’ 
Guy L. Yolton has joined Na- 


55 


|tion’s Business magazine in the 
| new post of mail subscription man- 
ager. Before joining Nation’s Busi- 
ness, he was assistant manager of 
mail sales of McGraw-Hill Pub- 
lishing Co. 


He served as public relations di- 


sin i 
in Texas! 


Channel 4 Dallas | 
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Wants It All in One Piece 

To the Editor: This has been 
suggested before, but I think it’s 
worth repeating. How about print- 
ing entire articles in one piece— 
without the “continued on Page 
106, etc.” 

Look at it this way. All of us 
staunch, loyal AA readers aren’t 
going to miss a thing. We read the 
magazine cover to cover anyhow. 
So couldn’t you? Wouldn’t you— 
make it easier for us? 

Lucia Rappa, 

Batten, Barton, Durstine & Os- 

born, New York. 

* . 
Imperial Margarine Writer 
Gets Praise and Some Tips 

To the Editor: I agree with 
everything The Creative Man says 
about the Imperial campaign (AA, 
June 3) except the headline, 
“Copy’s Hardly Needed.” I agree 
that the theme is outstanding and 
the “moment of discovery” photo- 
graphs next door to miraculous .. 
but also think all the copy, with 
the exception of “money back,” 
which I think is cheapening, is im- 
portant and necessary. In fact, my 
first impression of this campaign 
was one of recognition. 

I do not happen to have ever 
written a word on margarine, but 
have been interested in it for a 
number of years because my late 
father-in-law, Dr. A. J. Carlson, 
was closely concerned with the 
long and finally successful struggle 
to legalize pre-colored margarine 
and remove or alleviate the puni- 
tive restrictions and taxes put 
against the industry by federal and 
state laws. However, I wouldn’t 
need this special interest to think 
I recognize the kind of thinking in 
back of this campaign. 

The theory is this: Given that 
a product has the same uses as the 
“ideal” within its food class, then 
the advertising progression is 
somewhat as follows: (1) Here is 
news (2) about new product, 
which is (or is closest to) the 
“ideal” of this food class, and 
(3) has the positive benefits of 
this ideal, and does not have the 
negatives of its competitors. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


In other words, it is as impor- 
tant, I think, in a problem of this 
nature, to reassure about nega- 
tives as to offer positives. 

My problem happened to be in- 
stant nonfat dry milk, a rough one 
because it is unlike the ideal in 
both form and nutritional content 
—that is, dry instead of liquid, 
nonfat instead of whole. However, 
for Imperial, the existing consum- 
er beliefs about butter and prej- 
udices about margarine would 
probably set up something like 
this: 

BUTTER 

Natural food 
Natural taste & aroma (especially on hot 
foods) 
Best quality 
Naturally nourishing 
Must be refrigerated (because it is nat- 
ural—no preservatives) 

MARGARINE 
Artificial compound 
“Different” taste and aroma (especially 
on hot foods) 
2nd class economy product 
Somehow not as now 
Doesn’t need refrigeration (it’s “differ- 


4 ent’’—maybe has preservatives?) 


The Imperial copy leads with the 
greatest appeal—flavor—but it 
covers all of these positives and 
negatives except one—nutrition: 
News lead-in: Really new taste discovery! 
Headline, illustration, package: about 
new Imperial* that is (or is far closer 
to than its competitors) butter. 

Copy: Imperial tastes like butter and 
smelis like butter on hot toast, muffins, 
vegetables. Costs more, is “‘in good taste” 
—high quality, not a second-class substi- 
tute. Must be refrigerated like butter, so 
must be more natural than “those others." 

Probably, of the entire copy, 
“always keep it refrigerated” is 
actually the strongest proof point 
to achieve believability, since all 
other statements are in the tenuous 
realm of flavor opinion. It says, 
“You can believe all these natural 
claims are true, because otherwise 
you would not have to refrigerate 
Imperial.” 

If I were working with this cam- 
paign, I would do three things: 

1. Take out the “money back” 
statement: Lever is too big and 
reputable a company to need this. 

2. Add “Naturally nourishing, 
too” after “any way you use it.” 

3. Investigate the possibility of 
an “exclusive” within the process 
for a stronger product-differential 
than flavor (to weaken the effect 
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of competitors k 
refrigerated pitc 
tigate the possil 
tive-comparati 
with Imperial be’ aving like butter, 
competitor not b having like but- 
ter. Example: “Sce how new Im- 
perial melts into smooth, natural 
goodness, while Product X dis- 
solves into thin oil.” 

The idea back of Imperial must 
represent, I believe, the thinking 
of an individual, although its de- 
velopment into |ayout, art, type, 
media choice, distribution plans 
and so on was no doubt agency 


ping aboard the 
) . and inves- 
lity of competi- 
e demonstration, 


work. So to the writer—and to The | 


Creative Man for recognizing his 
idea—congratulations. In fact, if 
you know who the writer is, and 
think he would find all this inter- 
esting or maybe even useful, I 
would have no objection to your 
sending it along to him! 

*Did you notice the word “mar- 
garine” appears nowhere in the ad- 
vertisements except on the pack- 
age? Probably because the word 
automatically brings up all the 
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ESS 


prejudices before the story gets a 
hearing. At least, that’s the reason 
we do not use “nonfat dry milk” 
in any lead display. 
Van C. Carlson, 
Erwin, Wasey & Co., Los An- 
geles. 
o — a. 
Here's ‘Outer Space’ 
Refreshment Center 
To The Editor: E. B. Weiss’ ar- 
ticle on “Outer Space Merchandis- 
ing” in AA of June 24 has roused 
me to point out something tangible 


. 2 . 
fad REFRESHMENT CENTER 580 


t 


STORAGE 


# 
i 

; we have done in the same direc- 
tion. 

The Refreshment Center House 
described in the attached folders 
has been approved by Shell, Esso, 
and Coca-Cola. The appearance of 
more and more vending machines 
which dispense a bigger and bigger 
variety of goods caused the oil 
companies to ask us to develop 
this house to organize the opera- 
tion. We have placed 150 in use, 
and they have been received en- 
thusiastically. 

We think that these little houses, 


Are you getting your share of 
the fabulous $. Horida market? 


- » + where your advertising 


consumer in any other 
of the nation’s major 


results 


markets. 
eo?” 


from 25th to 21st place 


+ We're biased, of course, 


has gained during the past 


among the 44 major areas, 
displacing Denver, Atlanta, 
Indianapolis & Providence 


in the lowest cost 


es tittle ain ™ 
the Miami area advanced 


*Since World Wor i ** 
retail dollar volume in Dade“ 
County has increased 70% to 
top 43 other major U.S. 
markets in rate of e 


toward WTVJ. The May ARB report 


shows that WTVJ leads in 70.3% of the total quarter-hour rating 
firsts. This reflects the complete community acceptance which WTVJ 


8% years in telecasting to the entire 


15-county South Florida area. 


* U. S$. Chamber of Commerce, June 1957. 
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like the Egyptian kiosk, will begin 
to dot the landscape in a few 
months—in service stations, rail- 
road and industrial yards, trailer 
camps, etc. 
With the overnight locking fea- 
i ture, it has revealed itself to be 
the answer to indoor-outdoor sell- 
| ing, especially in existing retail 
outlets which have long sought 
something of this sort to take ad- 
| vantage of the “‘outer space” sell- 
| ing trend Mr. Weiss so ably pic- 
tured in his column. 
Richard H. Hicks, 
Sales Manager, Modern Metal 
Products Co., Greensboro, N. C. 


Swift Is ‘Mr. Broadway’ 

To the Editor: After going 
through all of the anxiety, birth 
pains and medical expense, proud 
parents like to have their paternity 
recognized. 

Your recent listing of high Niel- 
sen and ARB ratings of our “Mr. 
| Broadway” color spectacular on 
NBC May 11 mentions three other 
sponsors but not us. For the record, 
Swift was the producer and sole 


. — ae eee 
ee ae 


sponsor. 
Ray Weber, 
Advertising Manager, Swift & 
Co., Chicago. 


eh 2, 


All in One Issue 


To the Editor: Not long ago 
someone totted up the statistics on 
the number of slide rules appear- 
ing in advertisements recently. 

I know my file is incomplete, 
but I submit herewith four adver- 
tisements featuring piggy banks, 
which have appeared in trade pub- 
lications in the last two weeks, 
Two of these were in the same is- 
sue of Chemical Week. 

William A. Rooney, 
Chicago. 
. 7 +. 


Rules Are Always with Us 

To the Editor: I sympathize 
with Whitman Hobbs’s views on| 
copy rules (AA, June 17); he’s 
right, there shouldn’t be any. But 
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I’ve yet to meet the angler who,|ings (and copywriters fall under 


having found a successful lure, was 
very quick to throw it out. I don’t 
believe Mr. Hobbs would be very 
| quick to throw out what experience 
has taught us about copy lures. 
In fact, the majority of copywriters 
wouldn’t get much smoke out of 
their Coronas if they never used 


this classification) continue to be 
resourceful, curious and inventive, 
there will always be new ap- 
proaches and new techniques in 
advertising copy. But, harken, 
these new techniques and ap- 
proaches will become the “rules” 
of the game just as surely as if 
copy techniques which have al-|they had been promulgated by 
ready proved successful. This is|some Almighty Advertising Au- 
/not an advocacy of “we’ve got the | thority. We have rules with us now 
|right formula, boys, let’s follow it|...cigarets are smoked by rough- 
jout the window.” ‘necks, liquor is consumed by 
' Certainly as long as human be-|eccentrics, electric shavers trim 


@*': Grecter Mien! hes 


sell your product... 
to Miami's newest, WPST-TV) 
11 good radio stations and 


3 great daily ° 
. 


FLORIDA’S 


top-notch media facilities to 
4 outstanding TV stations (welcome 


TELEVISION STATION 


WHEN YOU KNOW THE FACTS, YOU - 
MUST CONSIDER MIAMI IN YOUR 
SCHEDULE. 


e* Get all your market data from your 
Peters, Griffin, Woodward Colonel. 
You'll find you cannot offord to 


overlook fabulous South Florida! 


FIRST 
MIAMI 


currycombs, and shirts are worn by 
Sikhs, sophisticates and cyclopses. 

Alas, today’s spark of genius 
becomes tomorrow’s standard. And 
must of necessity—there are just 
not enough copy geniuses to go 
around. 

A. L. Reagan, 

Advertising.and Sales Promo- 

tion, General Electric Co., 

Construction Materials Divi- 

sion, Bridgeport, Conn. 

~ * + 

AA’‘s an ‘Education’ 


To the Editor: Two years ago I 
took over a job of editing a house 
organ for this company. The com- 
pany has been in business 115 
years, but has been ultra-con- 
servative and its advertising was 
limited to some sterile newspaper 
ads. In those two years we have 
developed a wide field of newspa- 
per advertising and a rather ex- 
tensive program of direct mail ad- 
vertising, for all of our depart- 
ments which include printing, 
binding, retail office supplies, of- 
fice furniture and legal blanks. The 
response to this advertising has 
been exceptional. A recent mailing 
brought 21% return of a self-ad- 
dressed card on which we asked 
for comments, without any prom- 
ise of premium, etc. 

At the present time, much of the 
newspaper advertising, and all of 
the direct mail pieces now are my 
product. I began knowing nothing 
except “what I liked” to see, be- 
gan reading books on layout, etc. 
Then I saw Apvertisinc AceE—and 
have been reading and studying it 
religiously for several months. I 
feel that your publication has been 


an education—and our success is 
due a great deal to knowledge I’ve 
gained through your pages, and 
from your advertisers. 
Norma A. Kirkendall, 
Specialty Editor, Columbus 
Blank Book Co., Columbus, O. 


Cites an Industrial Photo 

To the Editor: How’s this for an 
example of appropriateness in pho- 
tographing industrial products for 
publicity? 

No question here about how eas- 
ily the Eimco fork lift hoists 


TRACTOR-MOUNTED FORK LIFT 
lifts 15,000 Ib to height of 14 ft 


Fork lift with hydraulically operated four-way tiltirg 
and leveling an attachment for the torque con- 


verter-cquipped 145-hp Eimeo model 105 crawler 
ei: 
j i =, eee 
= o.oo 


ee PF ae gt 


tractor. Capable of lifting 15,000 tb to a height of 
14 ft, tt bas operator seat at the front for good 
visibility Unidrive transmission with independent 
track reversal for spin turns provides maneuverability. 


Fork lift incorporates a tilting mechanism and its 
times are movable to fit various bin, pallet or bundle 
widths. It is interchangeable with the Eimeo front- 
end leader attachment, Made by Eimeo Corp., 602 
S& Pourth West St. Salt Lake City 1, Utah. 

A For more cotme circle NED-276 OF an Guslnent Ingely ap a 


tractor-trailers. Looks easy as 
P-I-E! 

Almost forgot a plug for our 
magazine. The news item appeared 
in New Equipment Digest for June, 
1957. 


Andrew Bugosh, 
Parma, O. 


The quality 
of your printed 
advertising 
depends, 
fundamentally, 
on the quality 


of your 


engravings. 


or 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET « CHICAGO 6 


America’s Finest Photoengraving Plant 
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Ralston’s'Ad Heart’ | 
Given Credit for 
Dog Chow’s Success 


Sr. Louis, July 9—How new 
Purina Dog Chow captured a lead-| 
ing position in the national dog 
food market in the 18 months since 
its introduction was delineated last 
week by Gardner Advertising Co. 
The presentation was the first of 
a projected series of “summer shirt 
sleeves” sessions of the Advertising 


Club of St. Louis. An overflow 
crowd of 215 attended. 
The “shirt sleeves” sessions’ 


theme this year: “St. Louis—ad- 
vertising showcase.” 

Gardner’s president, Charles E. 
Claggett, attributed the success of 
Purina Dog Chow to a four-point 
program developed in collabora- 
tion with Ralston Purina Co. 

“The dog food market is one of 
the toughest to crack of all cate- 


“We believe success came from a| 
program that included (1) a su- 
perior product, (2) a client with 
the ‘advertising heart’ to put the 
money on the line for a strong ad- 
vertising and marketing program, | 
(3) good, sound marketing and | 
merchandising strategy and (4) | 
solid creative work.” 
The agency’s four-man team 
outlining the advertising-market- 
ing strategy included E. J. Gross, 
research director; E. A. Langan, 
account executive; C. T. Weeks, 
merchandising director, and Dean 
Pennington, vp and copy chief. 


® To capture its share of the cur-| 
rent $275,000,000 annual spending | 
for dog food-—a market referred to 
as being bigger than that for ba- 
by food—Purina used dominant 
hewspaper space and heavy fre- 
quency in spot tv in opening mar- 
kets with high per capita potential 
or dog food sales, based on a 
market-by-market definition. 

In areas of lower potential, the 
newspaper and spot tv campaign 
was reduced, and greater reliance 
was placed on the company’s spon- 
sorship of “The Big Story” on 
television, and on its Life ads. 

In all markets, a coupon program 
designed to reach 60% of the spe- 
cific areas showing greatest dog 
population brought action at the 


SQUARE? 


. «+ dealing, that is ! Adver- 
tising photography, film spots, 
slides, visual sales and 
training kits delivered when 
promised ! Full-time staff 
teamwork plus one-stop service 


THIS WEEK 


Weeks 


Gross 
FRAMED—Summer shirt sleeves sessions of the Ad- 
e- | vertising Club of St. Louis were initiated with the 
gories in the grocery field,” he said. | presentation by Gardner Advertising Co. of the 


Langan 


story of the campaign for the new Purina dog chow. 
Appearing in the “shirted” entryway to the club’s 
luncheon room are W. P. Hays, ad manager, Ralston 


point of sale. The coupon, good for 
a free 2% lb. package of new 
Purina Dog Chow, was also a 
strong factor in gaining grocer ac- 
ceptance. 

President Orville R. Goerger 
presented the Ad Club’s “Shirt 
Sleeves” award to Mr. Claggett in 
recognition of the Gardner-pre- 
sented program. 

Forthcoming programs in the se- 
ries include “You Don’t have to Be 
Big” (July 16), Blatz~Hodgson- 
Neuwoehner Advertising Agency; 
“Television as Applied to Food Ad- 
vertising” (July 23), Rutledge & 
Lilienfeld; 
tional Research” (July 30), Win- 
ius-Brandon Co.; “C’mon In; Fish- 
in’s Fine” (Aug. 6), Hirsch, Tamm 
& Ullman; “Total Marketing in Ac- 
tion” (Aug. 13), Krupnick & As- 
sociates; “It All Adds Up to ADD- 
vertising” (Aug. 20), D’Arcy 
Advertising Co. + 


‘Buffalo News’ Promotes Steeb 

Edgar C. Steeb, office manager 
of the Buffalo Evening News, has 
been named News general man- 
ager following the recent retire- 
ment from that post of Clayton 
G. Underhill who was with the 
newspaper for 43 years. Harry Z. 
Urban has been named assistant 
business manager and Fred H. 
Furminger, formerly the purchas- 
ing agent, has become office man- 
ager. 


(Art Director, photography, 
processing ). Fair prices — fast 
action = no goofs. 
SEND FOR FREE “Foto- 
Facts” and Kileen “Kutie of 
the Month” 


kileen studios 
235 East Orchard Dept. 109 
Decatur, Iinois 


TvB Opens S.F. Office 

Television Bureau of Advertis- 
ing has opened a western division 
| office at 369 Pine St., San Fran- 
cisco. Walter McNiff, formerly re- 
gional manager and account su- 
,pervisor of Kenyon & Eckhardt, 
San Francisco, is western division 
| director of TvB. 


“Harnessing Motiva-| 


ST. Lous ADVERTISING SHOWCASE 


Marshutz 


Pennington 
division, Ralston Purina Co., and six Gardner exec- 
utives: Elmer G. 
E. Claggett, president; Dean Pennington, vp and 
copy chief; C. T. Weeks, merchandising director; 
E. A. Langan, account executive, and E. J. Gross, 
research director. 


Coming 
lacttens 


Next Tuesday 


Summer 
Sports Day 
= 2 
Claggett Hays 


Marshutz, board chairman; Charles 


New Ad Council Drive 
Points Up Bright 


Future of America 


New York, July 9—‘Look into 
America’s future and you can see 
| your own” is the slogan for the Ad- 
vertising Council’s new “Future of 
| America” campaign. 

The gist of the campaign is that 
| Americans are living in an “age of 
jepecetunty” and that many posi- 
tive factors point to a bright, long- 
range future for the “people’s cap- 
| italism.” 

Some of the encouraging trends 
pointed out in the campaign are: 


e Unprecedented population in- 


|} creases since World War II. 


|e Total employment is more than 
| 20,000,000 higher than the 1939 
average. 


e Average income per household 
has doubled since 1940. 


|}@ Individual savings have in- 
lereased from $68.5 billion in 1940 
|to more than $300 billion in 1956. 


e Food has grown to a $70 billion 
market since the war. 


e Total vacation weeks of U. S. 
| workers have doubled in ten years. 


_e America is going suburban— 
|83°% of the net growth in popula- 
tion since April, 1950, took place in 
suburban parts of metropolitan 
| areas. 


® These rapid growths and 
changes, the ads conclude, have 
produced compelling needs for 


more homes and highways, schools, 
hospitals, electric power, modern- 
ization of cities and factories—and 
‘to meet such needs—there is an 


MICHIGAN 


Furniture Capital 
of the World 


-.. we want our Beer Ads 


in The Herald," 


...8ays Jack Falicki, Ottawa Beer Co., 
a leading Grand Rapids beer distributor. 
(Carling Black Label Beer & Red Cap Ale) 


“because we know from 22 years 


experience in the beer industry 


in Grand Rapids that The Merning Herald is widely read by our 
best potential customers throughout our market. 


“Every morning . . . men read it 


sporting events, and women read it just before going groce 
ping. This readership plus fine merchandising support is 
Herald is an invaluable aid to us in improving our sales and distribu- 
tion picture in Grand Rapids.” 


to get the results of the latest 


sh 
why The 


Che Grand Rapids Herald — 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


opportunity to supply more than 
$500 billion worth of goods and 
services at today’s prices. 

Three years ago, the council con- 
| ducted a similar campaign, and the 
current ads have been adapted 
from the original ads created by 
McCann-Erickson. Robert M. Gray, 
ad manager for Esso Standard 
Oil Co., is serving as volunteer co- 
ordinator of the new project, as he 
did in the previous one. + 


Yale Undergrads Explore 
U.S. Foreign Operations 

A group of Yale undergraduates 
has formed a non-profit organiza- 


tion, Foreign Operations Inc., New | 


Haven, to publish an annual maga- 
zine devoted to foreign operations 
of American business. Foreign Op- 
erations 1958 will be published 
in October and will be distributed 
free to some 25,000 students at 540 
colleges and universities. Thirty 
pages of the annual will be open to 
advertising at $680 per page. The 
organization has established a 
|summer beachhead at 14 W. 45th 
|St., New York. 


|Jewel to Exhibit Meats 
‘at Yugoslavian Fair 

Jewel Tea Co., Melrose Park, IIL, 
will set up a unique display of 
self-service meat at an Interna- 
tional Trade Fair in Zagreb, Yugo- 
slavia, Sept. 7-22. The display will 
be part of an exhibit supermarket, 
|the principal feature of the trade 
| fair. 

The exhibit will show modern 
methods of fresh and frozen meat 
display and preparation, according 
to Merrill S. Morse, Jewel vp in 
| charge of arrangements for the ex- 
hibit. Frank Thuy, meat sales man- 
ager, will coordinate the display 
from Zagreb. 


RCA Names Miller, Weitzman 
Radio Corp. of America has ap- 


pointed Gerald M. Miller to the) 


new post of advertising and sales 
promotion administrator and Jo- 
seph C. Weitzman market plan- 
ning research analyst, another 
new post. Mr. Miller was former- 
|ly assistant regional sales man- 
lager for Schramm inc. Mr. 
| Weitzman has been in the pur- 
|chasing operation of RCA’s elec- 
tron tube division. 


Williams Joins Benjamin 

Joseph H. Williams has been ap- 
| pointed advertising and sales pro- 
motion director of Benjamin Elec- 
tric Mfg. Co., Des Plaines, IIL, 
manufacturer of industrial and 
commercial lighting equipment. 
Mr. Williams for 21 years was 
|general advertising manager of 
— Electric Co., Springfield, 
Ill. 


Advertising Age, July 15, 1957 


‘CBS TV Film Sales 
Offers Package Plan 


| New York, July 9—Buying is 
getting simpler in the television 
film syndication field. 
| Thomas W. Moore, general sales 
|manager of CBS Television Film 
| Sales, has announced that sponsor- 
lship of “Annie Oakley” is being 
| offered to national spot advertisers 
in a compact package that requires 
j\the payment of a single bill. 
The single statement would cov- 
er program and merchandising 
plus time charges; a spot or syndi- 
cation sponsor generally gets in- 
dividual bills from the stations in- 
cluded in his lineup. 


s Continental Baking Co., through 
Ted Bates & Co., sponsors “Annie’”’ 
on alternate weeks in 75 markets. 
Weekly bookings are available out- 
side that area and alternate week 
schedules in those cities. New epi- 
sodes will be ready for fall pre- 
sentation. 

The “Annie Oakley” package as 
described by Mr. Moore includes 
weekly contest prizes of a Shetland 
pony nationally and a bike for each 
| market, commercials, and endorse- 
|}ment and personal appearances by 
Gail Davis, star of the film, prints, 


shipping, unit billing and other 
exploitation and merchandising 
aids. = 


Richman Opens Branch 

Mel Richman Inc. has opened 
a branch office at 920 Shipley St., 
Wilmington, Del. The new office 
|is under the direction of Mrs. Mae 
|Gonzales, who transferred from 
the Philadelphia client-contact de- 
partment. The company’s art and 
photography studios are located 
in Philadelphia and New York. 


Meyer Named Lawn-Boy A.M. 

Darrell S. Meyer has been pro- 
moted from assistant ad manager 
to advertising manager of Lawn- 
Boy, Lamar, Mo., a division of 
Outboard Marine Corp. He suc- 
ceeds Vaughn E. Border, recently 
named assistant to the vp in 
charge of sales and marketing for 
the entire Outboard Marine Corp. 


Bouse, Cinema Arts Merge 
Bouse & Associates and Cine- 
jma Arts Inec., advertising art 
lagencies in Los Angeles, have 
merged under the Cinema Arts 
name. Norman C. Bouse becomes 
sales manager and supervising art 
director of the unified agency; 
Jerry Wilber remains general 
manager of Cinema Arts. 


ded 
ie 
y 


NNER 3 


—--im 


Statistics Are Just 
Half The Story! 


If you’re looking for basic 
statistics for a particular 
industrial market—its sales 
and sales potentials, 

| number of plants, locations, 
employment, etc.—reach 

for a copy of Industrial 
Marketing’s new Market Data 
Book. But more than just 

a reference book, it also gives 
} you inside information on 
what the industry buys— 
how much it buys— who 

the buying influences are— 
publications serving the 
market—sources for further 
information—current trends 
and developments. 


d as the 13th issue 
of IM, it's a must for 
Pe Ne 
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‘combined advertising and store 


displays, consumers bought more 
Carstairs, the distiller says. 


s Mr. Robinson told ADVERTSING 
AGE no specific figures are avail- 
able yet. The project, he said, was 
more or less a trial balloon. “That 
it stimulated the interest and co- 
operation of dealers and that it had 
an impact on consumers was mani- 
fest,” he said. 

“Mr. Robinson says that the plan 
was “a convincing demonstration 
of how the support of the local 
newspaper and the local retailer 
can provide increased firepower 


| for the national advertiser.” 


Mr. Robinson is planning to use 


>ithe technique again this fall in 


|other communities. 


| 


Dowd, Redfield & Johnstone is 


MULTIPLE—As the result of a Car-| the Carstairs agency. * 


stairs Distilling Co. tie-in drive, 

seven local liquor retailers added 

i their ads to a Carstairs ad to dom- 

inate this page in the Gloucester 
Daily Times. 


Retailers’ Ads 
Bulwark Carstairs’ 
Own Newspaper Ads 


New York, July 9—Carstairs 
Distilling Co., a Seagram subsid- 
| iary, has attained unusual success 
with a newspaper advertising- 
merchandising program for its 
Carstairs White Seal blended whis- 
ky by enlisting the support of local 
retailers and local newspapers. 

S. Jesse Robinson, Carstairs’ ad- 
i vertising and sales promotion 
manager, says the program was 
“something of a_ pilot project, 
. geared to the local level for the 
f mutual benefit of the local retail- 

er, the local newspaper and Car- 

stairs.” 

The plan originally was tried out 

in a few towns in the Boston area 

in April. Its success there encour- 

| aged Mr. Robinson to extend it to 

E other markets. By the end of June 

* it had been tried successfully in 

70 different communities. These 

se included Boston suburbs; New Ha- 

= ven and Bridgeport, Conn.; Bergen, 

Essex and Morris Counties, in New 

Jersey; and Nassau County, New 

York. During the period, a total of 

15 daily and 55 weekly newspapers 
were used. 


a 


® Acting on the belief that most 
newspapers do little to build up 
their retail liquor business, Mr. 
Robinson went to New England last 
winter and sold Carstairs distribu- 
tors and newspaper advertising 
managers on the idea of developing 
local tie-in advertising by retailers 
when Carstairs ads appeared. The 
plan was in no sense cooperative 
advertising. It was strictly tie-in 
advertising run voluntarily by lo- 
cal retailers. 

When Carstairs scheduled ad- 
vertising in a local newspaper, the 
appropriate Carstairs representa- 
tive was informed in advance. He 
got in touch with the advertising 
manager of the newspaper and 
suggested that local retailers might 
be interested in placing their own 
ads to tie-in with the scheduled 
three 600-line Carstairs ads. 

Newspaper advertising repre- 
sentatives then called on local re- 
tailers. In Woburn, Mass., which 
Mr. Robinson cited as a typical 
example, six out of seven retailers 
placed ads in the Woburn Daily 
Times. The newspaper ran the lo- 
cal ads next to the Carstairs ad. 


® To give additional depth and ef- 
fectiveness to the advertising, Car- 
stairs representatives cooperated 
with retailers in installing win- 
dow, interior and floor displays for 
Carstairs. In a number of in- 
stances, to make these displays 
more eye-appealing and to meet 
expected stepped-up demand for 
the brand, retailers increased 
their stocks. 


As a result of the, 


|PRSA Chapter Elects Darrow 
| Richard W. Darrow, exec vp of 
Hill & Knowlton, has been elected 


of the Public Relations Society of 
America. Other officers are Ste- 
phen Fitzgerald, Stephen Fitzger- 
jald Associates, Ist vp; William W. 
|Cook, Pendray & Cook, 2nd vp; 
\John E. Sattler, Ford Motor Co., 


Manville Corp., secretary-treasur- 
er, 


Butynes Named Account Exec 
Andrew Butynes has been ap- 
pointed an account executive of 
McCarty Co. of Dallas, Texas. Mr. 
Butynes formerly was with Centex 
Construction Co., Dallas, as adver- 
'tising and public relations manag- 


3rd vp, and Bates Raney, Johns- | 


i 


DID | TELL YOU ABOUT THE 
president of the New York chapter 2 UNIVERSITIES in BLOOMINGTON - NORMAL, HLL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
| But did I mention the young, active, “extra” market of 

| over 4400 students attending Illinois Wesleyan and 

| Illinois State Normal? I should have—it’s a market 


most newspapers are unable to offer! 
Wf all adds up to: 


94% 


@ 38,586 total circulation; includ: 
Standard 


Metropolitan County Area (Mclean) 


| @ $147 Million subscriber Retail purchases 
|  @ $31 Million subscriber Food purchases 


| 
| 


He Daily Pantagraph 


BLOOMINGTON-NORMAL, ILL. 
127 Mi. S.W. Chicago—157 N. E. of St. Louis 
Represented by Gilman, Nicoll & Ruthmen 


er. He will continue to handle the 


Centex account. 


of 


115% more than in 1950 for 


a 1956 total of 


$32,461,000. More than is sold in Portland, Colum- 
bus, Fort Worth or Providence-Pawtucket (R. |.).* 

San Diego has more people, making more, spending 
more and watching Channel 8 more than ever before! 


* Sales Management 1957. 


WRATHER.-ALVAREZ BROADCASTING.INC, 


SAN_D 


America’s 


mots 


Edward Petry & Co., Inc 


market 
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Wood Heads Del Monte Sales|He will direct distribution of Del, 
C. T. Wood has been named! Monte canned food products now 
sales manager of the Del Monte| being packaged in Canada for the | 


division of Canadian Canners Ltd. | first time. 
| 


| 


I 


for every 


MARKET RESEARCH DATA 
PROCESSING NEED 
WOrtm 6-2700 


Punching Consistency Checking 
Tabulating «  Percentaging 
Coding « Pre-coding of Questionnaires 
No charge for consultation and estimates — ever! 


“Your key to better figures since 1911,” 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue ¢ New York 13, N. Y. 
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Foe — ee * =o 
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Hoth 
treasurer; Jerry Fitch, KGLN, Glenwood Springs, 
outgoing president; George Cory, Colorado Network, 
Montrose, and Ray Beckner, KRLH, Canon City, 
board member. 


“~ 


Cory Hi. Fitch 


ELECTED—New boar: members of the Colorado Broad- 
casters Assn. are Robert Dolph, KFTM, Fort Mor- 
gan, president; Harry Hoth, KRDO, Colorado 
Springs, vp; Robert S. Hix, KOA, Denver, secretary- 


Dolph Beckner 


|and rayon slacks using 420 will be|had been head of the presenta- 
|advertised in separate campaigns |tions staff of Sports Illustrated. 
in Look. The program will be ex-/ Alan G. Skelly, formerly in the 
panded considerably next spring| promotion department, has been 


Du Pont Preparing 
Ad Campaign for 


Long-Wearing Nylon 24 summer. 


New York, July 9—E. I. du Pont 
de Nemours & Co. this fall will 
start consumer advertising for a 
new type of nylon that gives an 
average of 70% greater wear to 
cotton and rayon fabrics. 

The result of four years’ research, 
| the new nylon—called Du Pont 420 
nylon—was developed specifical- 
ly for blending with cotton or ray- 


jon. When 25% of it is used in the | 


| 


warp yarns of cotton fabrics, the 
| wear life is increased 70%. 

| In rayon fabrics, the use of 20% 
| of 420 nylon in both warp and fill- 
ing gives “close to double the wear 
life.” Rayon garments containing 
|15% of the nylon fortifier wear 
70% longer. 


® So far the nylon is slated for) 
use in men’s cotton work clothes | 


and in men’s and boys’ rayon suits, 

|slacks and jackets. Research for 
|its use in women’s and children’s 
| wear is still under way. 

“Heavy” advertising for the new 
nylon is planned this fall as soon 
as production merits. The cam- 
paign will stress the name 420 ny- 
lon and will feature an emblem 
|that proclaims “420 nylon gives 
| greater wear.” 

Nine insertions in Daily News 
Record, which started July 5, will 
announce the new nylon staple to 


BOSTON - CHICAGO - MONTREAL - NEW YORK - TORONTO the trade. This fall, work clothes 


—— _ 


_ TELEVISION 
_ MAKES 
MARKETS 


WCAX-TV ded 


a 
ae 


N.Y. 


Where in the U.S. area alone*.. . 

650,000 people live, who spend 
$575,000,000 annually in retail sales, 

more for groceries than in Minneapolis, 

more for drug products than in Omaha. 

They listen to 22 radio stations, 

Read 19 daily newspapers 

BUT, choose ONE TELEVISION STATION 
by a margin of 3 to 1 ) 


— *“WCAX-TV is also the leading U.S. TV 
station in southern Quebec and Montrec! 
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This One... 


| ee pas 
WCAX-TV — Of oe 
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|s Heavy use will also be made of 
|point of purchase material—dis- 
plays, hang tags, labels—which Du 
| Pont feels is very necessary to the 
selling of the “fortified” garments. 

Cotton work-clothes fabrics for- 
tified with 420 are now being pro- 
duced by Pepperell Mfg. Co., Cone 
Mills and J. P. Stevens. Work pants 
containing this new nylon will be 
available this fall, manufactured 
| by Salant & Salant and J. H. Bonck. 

Rayon fabrics fortified with 420 
are now being developed by Deer- 
ing-Milliken & Co., and J. P. Ste- 
vens & Co. among others. 


s Du Pont and trade observers do 
not expect this new improvement 
to be a “Man in the White Suit” 
situation, although they do believe 
it definitely increases the need 
for creating obsolescence through 
fashion and for generating the de- 
mand for a larger, more varied 
wardrobe. 

Resistance to such a development 
might happen in an industry made 
up of a few manufacturers, two 
trade sources told ADVERTISING AGE. 
but in the fashion industry, which 
is so highly competitive, such an 
improvement is bound to be 
snatched up by some manufacturer, 
and then all the others would have 
to follow along. 


s 420 nylon sells for $1.28 a lIb., 
the same price as regular nylon 
staple. Retail price of the garments 
| will range from 15 to 25% higher 
| than regular garments, depending 
on the amount of 420 used—but the 
| consumer will be buying 70 to 
|100% more wear, Du Pont points 
out. 

Batten, Barton, Durstine & Os- 
born is the agency. + 


Stewart Adds 7 Accounts 
James A. Stewart Co., Carne- 
gie, Pa., has added seven ac- 
counts. They are Fort Steuben 
Metal Prwducts Co., Follansbee, 
W. Va., maker of steel shelving; 
Red Jacket Co., Carnegie, Pa., 
valves maker; Pittsburgh Stained 
glass windows manufacturer; Ken- 
glass window manufacturer; Ken- 
jneth Tator Associates, Corapolis, 
Pa., protective coating consultant 
to industry; Industrial Floor Con- 
sultants, Pittsburgh floor cover 
consultant to industry; Allied 
Equipment Co., Carnegie con- 
struction equipment maker, and 
O’Connor Machine Co., Sheffield, 


turer. 


‘Time’ Appoints Three 

Tom Ryan, formerly market re- 
search director of Time, New York, 
has been named market develop- 
ment manager of the magazine. 
Taking over his former post is 
Robert Hughes, who previously 


Pa., sawmill machinery manufac- | 


‘named presentations staff chief. 


UPSTREAM 
PUWER! 


Selling products is an upstream 
battle in today’s competitive 
market. It takes power to make 
headway . . . to channel adver- 
tising skillfully over shoals and 
into homes of receptive prospects. 


WSAZ-TV can do this for you 
in the rich Ohio River market. 
Blanketing 69 important coun- 
ties with half a million TV 
homes, its power is measurable 
both in ERP and in viewer ac- 
ceptance, persuasive selling. 


No other medium approaches 
WSAZ.-TV’s broad popularity. 
Nielsen shows (for example) a 
nighttime, weekday superiority 
‘of 100,580 homes for WSAZ- 
'TV over the next-best station. 


This kind of penetration and 
preference gets advertising re- 
sults . . . and can propel you to 
| new sales levels in America’s in- 
dustrial heart. Any Katz office 
can help you harness WSAZ- 
TV to get you upstream faster. 


i 
| 
| 
j 


HUNTINGTON-CHARLESTON, W. VA. 


V.3B.c. NETWoORE 
Affiliated with Radio Stations 

WSAZ, Huntington 6 WKAZ, Charleston 
| LAWRENCE H. ROGERS, PRESIDENT 
{ Represented by The Katz Agency 
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THE NATIONAL NEWSPAPER OF MARKETING 


The Way You Test Advertising Depends Upon the Approach 


the Advertising Itself Takes, Says Researcher 


By Donald L. Kanter, Ph.D. 
Director of Creative Research, Tatham- 
Laird Inc., Chicago. 


I suppose that the title assigned me, 
“Researching the Effectiveness of Adver- 
tising,” implies a discussion of specific 
methodology. This is not what I intend to 
do. I wish instead to put advertising re- 
search in the context of a broader theory. 
Concretely, I am going to talk about some 
of the hidden assumptions implicit in the 
use of advertising research methods... 

I think the first thing we ought to ex- 
piore is the relationship which exists be- 
tween research methodology and concepts 
of human nature. By “concepts of human 
nature,” I mean the ideas people have 
about what makes other people tick, think 
and feel as they do. 

In analyzing this relationship, I suggest 
we examine various assumptions about 
the nature of man—what he is and what 
he is not—before we discuss research 
methods for testing whether we are com- 
municating with him. Let me mention 
some powerful conceptions of human na- 
ture which, in turn, raise some serious 
questions about how we should or should 
not go about testing the selling-effective- 
ness of our advertising. 


® For guidance in thinking about human 
nature, let’s look at some of the influen- 
tial thinkers and philosophers—some of 
the people who have literally helped to 
shape western civilization with their 
broad, bold and imaginative thinking. 

Suppose Adam Smith, the great econo- 
mist of the 18th century, were hired as a 
copywriter to sell automobiles. The pres- 
ident of the agency with the automotive 
account, perhaps, says something like this: 
“This guy is smart, he’s a good writer, so 
maybe he can sell cars.” 

How would he do it? 

Adam Smith’s conception of human na- 
ture, essentially, is one that says man op- 
erates, solves things and decides, largely 
by pure reason in the interest of his eco- 
nomic advantage. So, he might write copy 
something like this: 


Do you really need a car? Let’s exam- 
ine the facts! If you reason that there 
is no other way of your getting about 
—and you must get about—then, you 
do need an automobile. If you say to 
yourself that price is important to 
you, then choose this automobile be- 
cause it is the least expensive. If you 
honestly can say to yourself that ap- 
pearance is not important, but low 
mileage and little maintenance is— 
then it is reasonable for you to choose 
this car. If you say that comfort and 
prestige mean nothing to you—then 
this car will suit you. Yes, if you can 
say these things, then this is the best 
automobile for you—no prestige, com- 
fort or appearance extras to clutter 
up its essential economical qualities. 


s Well, that’s a reasoned and rational ap- 
proach if there ever was one, It’s one 


which might gain some customers; but 
until we read the advertisement written 
by Dr. Sigmund Freud—who makes dif- 
ferent assumptions about the nature of 
man—we won't try to guess at Adam 
Smith's effectiveness as a copywriter. 
Dr. Freud, who believed that man is 


performance and economy or power 
this is not the car for you... but, if 
you want to make other people envi- 
ous and jealous—by all means keep 
ahead ... yes, get ahead, with this au- 
tomobile! 

You can see by these three selling ap- 


Every ad is written, consciously or unconsciously, to conform to some pre- 
conceived notion of how humans act and react, and any attempt to evaluate 
the effectiveness of advertising must start by determining which stereotype of 
a human being the writer has in mind, says the author of this piece, who is di- 
rector of creative research for Tatham-Laird Inc. To demonstrate, this talk pre- 
sented to the American Marketing Assn. in Detroit, includes some imaginary 
automobile copy written by those famous copywriters Adam Smith, Sigmund 


Freud and Thorstein Veblen. 


primarily motivated by his irrational 
urges, might write copy for the same com- 
pany along these lines: 


You can be more powerful and mas- 
culine than you are—or than she is! 
This automobile is built for the man 
who wants the hard feel of sure 
power and control in his hands. It is 
not for the man who is interested in 
appearance, in value, in economy— 
but for the man who wants a GIANT 
...&@ PEGASUS ...a RUGGED auto- 
mobile. 


® Let me say, obviously, what I am try- 
ing to do here is exaggerate enough to 
bring out some of the different concep- 
tions of human nature that a few of our 
great thinkers have held; the timeless 
ways in which what makes people tick 
has been explained. 

Here’s my point: 

All advertising is predicated—wit- 

tingly or not—on assumptions about 

what will motivate people—and there 

are different conceptions of what 

“Key Motivators” are. 


s Our examples so far have used “eco- 
nomic man” and “irrational man” as il- 
lustrations of how advertising can make 
some basic assumptions about man’s na- 
ture in order to try to persuade him. 

But—let me give you one more exam- 
ple of a conception of human nature 
(which influences car advertising) before 
we draw the relationship of these exam- 
ples to advertising research. 

Veblen, the chronicler of American so- 
cial values, who believed that Americans 
wanted to prove they were ahead by 
“conspicuous consumption,” might write 
an automobile ad like this: 


If you want to be better than any- 
body on your block—and certainly 
better than all your friends—then this 
is the car for you! This is the auto- 
mobile which will make everybody 
jealous. This is an automobile which 
will satisfy you by making everybody 
look again. If you are interested in 


proaches and their different assumptions 
about what motivates people, that you can 
really end up pretty wide of the mark if 
you let yourself literally be influenced by 
a single conception of why people act as 
they do. 

We can probably all agree that people 
are motivated by different values and 
urges at different times and in relation to 
different things. Man is at once biological 
and psychological, rational and irrational, 
conscious and forgetful, aware and un- 
aware of his values. Despite the exaggera- 
tion in this copy written by these three 
great gentlemen, I think that these are 
meaningful illustrations of the usually 
unidentified values which can underlie 
different advertising approaches. 


Starting Point for Research 

What does this mean for advertising re- 
search? We have suggested that: Most ef- 
fective advertising is based upon a shrewd 
appraisal of human nature. 

And we have also suggested that: Every 
piece of copy is written with a basic as- 
sumption about what motivates people in 
reference to a given product. It doesn’t 
seem possible to write an effective ad 
without making some judgment about 
what is important to people and what will 
appeal to them. 

We now suggest this: 


In order to do intelligent research it 
is necessary to understand the copy 
strategy (basic motivators used) to 
tailor the research methods to be ap- 
propriate for the way the advertise- 
ment is trying to persuade. This is so 
because the research methods used to 
evaluate advertising are in them- 
selves based upon certain assumptions 
about human nature. 


Therefore, the way you test advertis- 
ing depends upon the approach the 
advertising takes (as, rational, irra- 
tional, snob, etc.). Not all advertising 
can be evaluated in the same way. 


Let’s take one example of the relation- 


ship between copy strategy and research 
methods. 

It seems to me that it would be par- 
ticularly hard to test the comparative ef- 
fectiveness of the three approaches to ad- 
vertising we’ve written (Adam Smith’s, 
Freud’s, and Veblen’s) by recall and rec- 
ognition methods. It seems to me, for ex- 
ample, that people might be reluctant to 
tell you that they had an urge for power 
and mastery which they wanted to take 
out in an automobile. It also seems to me 
that the same thing holds true for people’s 
needs to be envied for material posses- 
sions. Indeed, I do not think that many 
people are even aware that some of these 
impulses exist in themselves. 

These methods assume, first of all, that 
people can tell you, indeed want to tell 
you, what they remember. It also assumes 
that what they remember are the only 
things or important things in the measure- 
ment of advertising effectiveness. It also 
assumes that what they do not play back 
is of no importance in measuring the ef- 
fectiveness of an advertisement. 


® My point: Simply, that research or 
creative evaluation which relies on what 
people remember from an advertisement 
would probably lead to favoring the rea- 
sonable “economically enlightened” ap- 
proach of Adam Smith. The arguments 
that Smith beams at the audience are the 
kinds of things that probably would come 
out best in this kind of research because 
they are logical—and who doesn’t want to 
appear logical? Then too, because they 
do not offend anybody, they are not bur- 
ied or ignored because of any threat to 
one’s ego. 

It seems to me that what we could be 
doing by the use of certain techniques on 
all kinds of ads—rational and emotional 
—=is to load the dice in favor of advertis- 
ing that comes out best because of the 
research methods used. For example: We 
may occasionally set up our advertising 
research methods in such a way that emo- 
tional or mood or image kinds of adver- 
tising really have a limited chance of 
being considered effective under the cri- 
teria. 

Let me hasten to say that certainly re- 
call and recognition are not without val- 
ue. I only point out some of the difficulties 
in using them—and I use recall and rec- 
ognition only as an example of my major 
thesis: Research and advertising make 
assumptions about human nature which 
should be examined and recognized for 
what they are. 


® Where does this leave us? 

I think, in the position of skeptical pro- 
fessionals, we should be able to say to 
ourselves that one kind of copytesting 
research cannot answer all the questions 
involving advertising effectiveness. Which 
method to use in judging advertising de- 
pends upon what approach the advertising 
takes. 

If, for example, we are planning to test 
creative approaches which play on emo- 
tions and images which people hold about 


Oy Pig SC ll, To er antler awree . ca er: os of e ae a Ae 2 Ad an wee = Se ee Be oe ete Spat oa serie —— . ce, ee a 2 
ieee. Ys "ae ie las ae raat tue = Pee BABE NS Pa ah eae oS ae _- ep = te a aM 7a em gas eae ae See ns a ¢ viol oe uae ae ae 
ora: < Se ae " eee i oh ae N (amas ares iy > 2 es Sele aie 7 Bk ita <=* ‘i a ae on ee is me ee es Nt ae bi Bsa. q 
: te ea, ae ee = ia fase So ae a me i ne et) a ae CS ne are es oe oe ee oe a 
2 oe. atin a 2 ie eee ae ma Ps. veal, Pie oa! Te ren (te “aa ec on ee oe el: ral pint Se | ir eae Be 7. 
Sas Pi le ‘ae: ; be Pa a Bn Seat eae Dhak netgarit a eee ee ee we oe ASME eee, ees SR es aes 3 i) 
be by Bony ae = a. : ais hc) ere ry tee : Be Pee ee aN eet Rg ae Hi a i b>: esr ier a Jogger ene a ar 4 Sole Le ts i fer ces bi, mM Re nc eer 
ce SRG alte a ee ee eo SS ae eee ee Pri ii Sao in cols Sopa AMM |. eae Te a ee: ris 
NO ee ie a eee eae ae ep ey es ee ee nee ge se Be i ’ ere rs So gs Pe tac nh es Ras si Ry oc oa : Ste i itis 2 A ea TR «os, ae Sa ae er ee 
ee ee tee oe po eM tre ote ee bce ag ce 2 OE inig f ee oc pned pine a tee yee a : — i ‘ 2. eee sae eee Ta ‘S. oes 
See ee ee ie a i eae a a ae aie : EEN On, agar aie A eee yee ee ea ee fy ee RS yee es ee 
eS * é Y : pe ; e é r "| me Oe ss E ee eee ee ee iets ire Ks + ae 2 " 7 pay tee Le 
o iba 
a ess 
| as 
tis 
: FR ] ds sa 
' 
es 
be uae 
" ee pee 
hs be Wa ¥5 
ees 
ve Bs cs 
is ieee 
oe OO  eE Ov —s 
; —s 
aa 
a ‘2 as 
ma a 9 
Pe 3D. ted 
a i. 
Ee ba Bas. 
wer <4 
x4 P 
4; : a 
ie cae 
_ bs 
ihe " pe 
- 
; = 
z { = 
" a ae 
hy cg 
. y 
ALP q tesa! «sali . 
a —— 
pea 
te ie ey 
a mee 
i | ae 
ed : a 4 7 
i lana 
: eg 
i ae 
2 a, 
Py ak +. a 
7 (aie 
ee 
be Die 2 
ag Se bs 
i 
; ht ee 
. ~~ ae 
: eae 
} or r. 
re roe 
ies lee 
ft Agl a 
Fa al oo aN 
a “a 
bs —- 
mf i 
i ded 
: mE : 
; ae 
: ctl are! 
e eo 
or Si 
‘i ai: 
e at 
= ae, 
+ an ee 
bg oy ee 
eas Ps: 
3 ee 
iy ing oe 
2 ' i tee 
= : oe. 
ae 
“Sey ae 4 
iit j ee 
: array: 
: ae 
ep 
y as 
Q mt 
Were 
Poe 
j oe 
a AG 
i" eit 
Fy : aie 
3 
| 
he : 
- eur 
ote j eats 
if | oy Ae 
be | es 
pt! ica ay, 
ot | meee» 
iS ae 
i te 
b i cai 
\ 
\ 
a Po 
iar Oo ES es Spee : ‘ shale eo Baik Dhani oe Oe OP ea Ee elie ha : ne : as : aaa 
Sk as Oe EB ee ee P yet a a mee AS a ante es ms ¢ . ae Ft m 4 ‘ ‘ess sa . y wha is 7 ‘ K AE pea Fa) a Ee a 
Pet a ed ee gee lad yim a sae ? ‘aie ; eg zi ‘ ‘ § : 24 ere | + ae Se ag oem Sat ees ec od ‘ ‘ CET 3 F F 2 oo . a 
eta te lee as CR ee foe eee eas : ” : ry re = tl i i a Aes SME sce - ts Lae oN ee tease Ln. Be De es ot ies é eae sien Wess ey. ‘J ; aha : sompnils: 
San See a da ee a ee, fa ee ge Lm ‘Seger PG es Be a rin ae Toe oe ea ee 
ees teeter ee Ct tc Se me eae AN eS SO Oe tet or a at ee ee re a es a ENE Se 8 okt a ee ee 2 ir a ne a en ee 


62 


products, then perhaps, we had better not 
use a copy testing approach (like recall 
and recognition) which implies our adver- 
tising is based on pure reason. We are 
likely to get results which though precise 
could be very misleading. 


s What might be the basis for an ap- 
proach to copy-testing, emotional or mood 
copy? 

I think it can be stated like this: If we 
know what kind of conception of the 
brand or product we are trying to sell, if 
we know the kind of image we are 
trying to develop, what impression of the 
product we are trying to engender by our 
advertising, then we are in a pretty good 
position to measure whether our adver- 
tising approximates this. 

We would measure by the use of bi- 
polar scales, open-end questions, projec- 
tive questions and other techniques basic 
to communications research. 


® There is one other point I would like to 
make in connection with using a tailored 
approach to evaluate emotional advertis- 
ing: 

Let’s measure the total effect of the 

advertisement. Let’s look at the con- 

sequences of the advertising and not 
primarily at the advertising itself. 

We should concern ourselves with 

what people think of our product— 

as a result of our advertising—not 
with what they think of the advertis- 
ing copy, salespoints and illustrations. 

I think that the kind of impression we 
want to create with our target audience 
comes from prior research. It comes 
through both marketing research and 
qualitative research. This kind of agency 
research is of vital importance in terms 
of developing an appropriate character 
for our brand, and in terms of selecting 
an audience for our particular approach. 


A Copy Problem 

We have already discussed the rela- 
tionships which can exist between re- 
search methods and the assumptions 
about human nature which advertising 
must make. I would like to comment 


briefly on the importance in effective 
advertising of understanding and analyz- 
ing as completely as possible the hidden 
assumptions inherent in its creative ap- 
proach. 

I think that failure to understand fully 
the psychological appeals in a creative 
approach can have this effect: 

You can dilute the big idea. 

You can have advertising which can 
contradict itself. 

You can do this by shoveling too many 
unexamined creative approaches into an 
advertisement or a campaign. You can do 
this by throwing your creative “sock” in 
all directions at once. 

You cannot be all things to all men at 
the same time. 


= The point: Know the attitudes, beliefs 
and values which surround your product; 
know the people to whom you are appeal- 
ing; analyze the psychological assumptions 
of your creative approach in terms of 
their cogency, consistency and purity. 
Reconcile all of these factors in a logical 
way—and you won’t pull your punch. 
* * = 

I guess what I’m for in the whole area 
of creative analysis is sense. Let’s see if 
the research method fits the strategic ad- 
vertising approach we’re trying to eval- 
uate. Let’s pay particular attention to 
whether our methods do justice to those 
conceptions of human values which under- 
lie our creative strategy. Let’s use ap- 
propriate research techniques both in 
searching for appeals and in testing their 
use. 

This is a big job. It takes a kind of mind 
which is at once creative, analytical and 
methodical. It takes the kind of mind 
which understands creative strategy and 
understands how all kinds of marketing 
and psychological facts are synthesized to 
develop that strategy. I think the time is 
coming in our business when the great 
gap on the executive level between re- 
search men and creative men is going to 
close. It is being increasingly recognized 
that creative people and top level re- 
search men really do some of the same 
things. I think this recognition is a good 
thing. + 


Looking at Radio and Television... 


Dreams, 


Drama and Dollars 


By The Eye and Ear Man 

Many advertisers have a_ beautiful 
dream that they hope will some day come 
true. They dream that they own their 
own television show and that they can 
do exactly what they please with it—line 
by line and plot by plot. Then they dream 
that, after they have run it on the net- 
work several times, plus a few local show- 
ings to introduce a new product, they 
then sell it to a syndicator for $1,000,000 
or so. Free advertising with a profit in- 
stead of a rental without equity. 

There seems to be a current trend to 
repeat this happy dream, which indeed 
was once a reality when Procter & Gam- 
ble and other large clients owned their 
own shows and later sold them after get- 
ting maximum mileage out of them. Spe- 
cifically, Colgate has had a show made to 
its specifications called “Harbor Master,” 
which will be a fall entry on Thursday 
night at 8 p.m., EST. Lorillard is re- 
putedly going along with an ownership in 
“Court of Last Resort.” Sterling Drug 
continues with “The Vise,” and several 
other experiments are being made that 
may result in more ownership or profit- 
sharing deals. 


This practice is not necessarily con- 
fined to the big boys. Anyone with a half- 
sponsorship can join with his partner and 
get some kind of a split deal. As a matter 
of fact, the only way to keep television 
costs down is to get a deal. This is the 
way it works: 

Normally, a producer makes a pilot 
film. This can cost anywhere from $40,- 
000 to $80,000 because of non-recurring 
costs which are inherent in any one-shot. 
Add to this sales costs, and it is obvious 
that a substantial amount of risk capital 
is needed for a risky investment that no 
sound business man would normally take. 
Therefore, in order to get this capital, the 
returns are far greater than any normal 
investment. 

Despite the great risk, the fact re- 
mains that every year about 150 televi- 
sion shows are committed for by adver- 
tisers. The normal procedure is for an 
advertiser to look at all available pilot 
films or kinescopes, listen to the sales 
pitch, and take a chance on one of them. 
Since somebody else puts up the capital 
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The Creative Man’s Corner... 


rather than an explosion into idiocy. 


else? + 


Dont miss the fen of smoking 


with Pall Mall 


Pell Yell filters the smoke — 
but never the fun of smoking. 


ee 


Painfully Happy 


unwritten advertising law. Yet it is a fact that in moments of greatest rapture 
—the sudden awakening of love, the overwhelming discovery on the tongue of 
a fine wine, the first realization of fatherhood, the feel of power in the 
new paint-oil-upholstery smell of a just-purchased car—human beings are 
lifted to high levels of sober gratitude and contemplation. Contrary to what 
advertisers seem to think, they gain thoughtfulness rather than lose it and, 
in gaining it, their faces reflect a stirring and broadening of the mentality 


We find it ironic that advertising, which is supposed to be realistic and 


commercial, creates its own private world, and peoples it exclusively with 
photographers’ and illustrators’ models and, of course, with advertisers. Who 


Mildness isa pleast 


Why, we have asked ourselves 
time and again, must human be- 
ings pictured in advertisements 
always be shown as if they were 
busting a gusset trying to impress 
the world that they are madly hap- 
py? We find this particularly true 
of human beings in cigaret ad- 
vertising. Gives you the impression 
there must be marijuana some- 
where in the blend. 

Take the gal who has just had 
her first puff of an Old Gold filter 
tip—or the cake-walking couple in 
the Pall Mall ad. These people are 
painfully happy. They look as if 
they are either snowed or have 
had a pistol pointed at them with 
the order to be happy or have their 
brains blown out. They are so 
happy even the photographs ring 
with maniacal laughter. 

We have known people whose 
enjoyment of a cigaret reduced 
them to thoughtfulness—a _ condi- 
tion apparently banned by some 


the advertiser merely rents the film and 
pays ten days after the showing. 

After the season is over the advertiser 
either renews or starts all over again. The 
man with the film has at least his in- 
vestment back—perhaps with a modest 
profit—and he still owns the rights to the 
series which will go on producing money 
for him for years to come in re-runs, 
foreign sales, and summer replacements. 


= Most advertisers have been content to 
let the producer and his angel take the 
risk. A few have advanced the money for 
the shooting to keep the cost down (with 
half the rental as shooting starts and the 
other half upon completion of principal 
photography). This saves the 6% on mon- 
ey which banks normally advance after a 
contract with a blue-chip sponsor has 
been signed. Now come the “psst, Buddy. 


I tell ya what I’m gonna do” deals. 

Several deals are possible with shows 
that aren’t moving very well where the 
producer is desperate to get them on the 
air: 

1. Name the kind of show you want and 
put up half or all of the pilot film money 
—done to your specifications—and you 
get at least 50% of all profits. If you 
don’t like the pilot, you get your money 
back if it is sold to somebody else. If you 
like it and go on, you may end up with 
an investment which gets you rental 
prices and free film, once the costs are 
returned, plus a profit, for what would 
normally be advertising dollars. 

2. Wait until the selling season is al- 
most over and a few shows which you 
were considering, but couldn’t make up 
your mind about, are still left. The pro- 
ducer will give you any reasonable split 
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profit deal to get your business. This is 
disaster financing. 

3. Decide on the show you want and 
hire a producer to make it. Take the risk 
that it will be only fair, sensational, or a 
flop. Your risk is about the same. with 
the series you rent. 


s 4. Go abroad—preferably to England. 
There you will get government contribu- 
tions, guarantee of a third of your show 
by getting in the British quota (only 14% 
of shows on British television can be U. S. 
made) and thence to Canada, Australia, 
etc., plus easy financing of a series which 
costs about two-thirds of U. S. costs and 
no residual payments of any kind. If you 
hit with one of the British-type films, 
you get low investment costs and high 


Salesense in Advertising ... 


returns. Just remember that there have 
been more flops than successes with “lim- 
ey” accents. But even a flop will pay out 
at those prices. 


Many advertisers argue that they don’t 


want to get involved in this kind of razzle- 
dazzle, but it seems that they are ration- 
alizing what might be termed lazy think- 
ing because the purpose of these deals is 
to stretch the advertising dollar as far as 
it can go and in this era that kind of 
stretch is essential. 


No top-rated show will ever offer a 


deal. And it should be the goal of every 


advertiser to get a top show, because only 
a show like this will safely get him the 
top circulation he needs, but if a clearly 
top show is not available, if a deal is 
available it should be considered. + 


The Desire for Fun Isan Urgent 
Motivating Force 


By James D. Woolf 
Advertising Consultant 


What the philosophers call hedonism is 
the doctrine that pleasure is the sole 
or chief good of life. In its various forms, 
as I understand it, hedonism reduces hu- 
man motivation to a desire to seek pleas- 
ure and avoid unpleas- 
antness. 

While this theory is 
of course too simple 
and naive wholly to 
explain the complex 
facts of human behavi- 
or, there is no doubt 
in my mind that pleas- 
ure is the benefit 
sought, consciously or 
unconsciously, in the 
purchase of billions of dollars’ worth of 
products and services. 

I know of one family that recently com- 
pletely refurnished an already comforta- 
ble and beautiful living room. When asked 
why by a friend, the smiling reply by 
Mrs. Homemaker was, in effect, “Just for 
the fun of it.” Bored with her lot, I 
imagine, and perhaps depressed with the 
daily anxieties of her life, she found an 
escape in a creative act that provided 
her with pleasure and excitement. 


James D. Woolf 


8 In this modern world of Miltown and 
spiraling prices and high-pressure living I 
am coming to believe that the American 
people are looking for pleasant escapes 


= Hf oni Sor 


ROOMFUL OF FUN—“Let’s have a pajama 
party!” exhorts the headline. “Fun?” 
rhapsodizes the copy. “You’ve got a room- 
ful of it when you throw a pajama party!” 
My guess is that this cheerful color page 
had excellent readership and impact. 


from worry and tension. I am reminded 
again of Jim Young’s observation that 
“so many people lead lives of ‘quiet des- 
peration’ that any advertising which of- 
fers them escape, and any advertising that 
offers them utility plus color, performs 
a profound service.” 

As I have said, I believe that the de- 
sire for fun motivates the purchase of a 
lot of merchandise. The desire for pleas- 
ure—as against regsons of utility—is what 
helps make recipe advertising so success- 
ful. Millions of women slave over fancy 
cakes in hot kitchens—just for the fun of 
it! They are being creative, and as a sort 
of “psychotherapy” creative activity does 
wonders. 

It’s my notion, too, that fun is the mo- 
tivating force behind the current do-it- 
yourself craze. And they say that nothing 
cheers up a woman so much as a new 
chapeau; in fact, it could be that the de- 
sire for fun is an important motivating 
force in the women’s apparel industry. 
It’s my notion, too, that the popularity 
of contests (such as the Chicago Tribune’s 
“Little Fooler”) is not wholly explained 
by the desire for riches. The puzzles and 
contests are great fun to do and fun to 
talk about with one’s friends. 


® As readers of this column surely know, 
I have always insisted that what people 
buy is benefits, not products; in other 
words, personal rewards. What I have 
sometimes failed to emphasize, I am 
afraid, is that the important reward need 
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CAREFREE—“Carefree” is the brand name 
of the product, and “America’s new Care- 
free way of life” is the copy theme of this 
happy-looking full color page. I feel sure 
that the motivation experts will agree that 
this beautiful advertisement appeals to a 
basic human desire—the desire for fun. 


FUN IN COLOR—Lux soap in four gay pastel 
colors—pink, green, yellow, blue—all done 
up in shining gold foil, is a pleasant ad. 
“If you like to mix and match colors .. . 
you'll love Lux,” declares the headline. 
The colors have nothing to do with the 
product’s cleansing and beautifying pow- 
ers; they simply make the soap more fun. 


Old King Cole was « merrie ald soul, 
And the healthiest King in town. 

Tor his cooks made Jeli) in a great big bow! , 
And the King just ubbled it down. 
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HAPPY IDEA—What I get out of this ad is 
the promise that Jell-O is fun. No pon- 
derous claims are made for the product, I 
abhor advertising that clowns it up with 
cheap humor and nonsensical devices, 
but this pleasant, good-natured color page 
belongs in no such category. A fine ex- 
ample of the light touch used with good 
taste and restraint. 


not always pertain to the utility of a 
product. Effective reason-why copy need 
not always deal with nuts and bolts, or 
with promises strictly relating to utility. 

Nothing I have said means that I am 
opposed to negative advertising; in many 
situations it can be most effective, as we 
all know. But I do tend to believe there 
is a great deal to be said for pleasant 
advertising that promises pleasant re- 
wards. Pleasant things are the things that 
we like, that we desire and seek to obtain, 
and to maintain and prolong. 

And nothing I have said means that I 
have a high opinion of advertising that is 
designed to tickle the reader’s (or lis- 
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CHEERY CONCEPT—The very name of this 
product—Cheerios—is a fun concept. The 
ad as a whole is bright, gay, and cheer- 
ful, pleasant and inviting to look at. A 
competent ad in every way. 


Entertaining 
ideas for 
May 


by Petty Crockaon. 


FUN IN THE KITCHEN—Millions of homemak- 
ers find escape from worry in creative 
cookery. Shown here is the right-hand 
half of a Betty Crocker cake mix spread 
that plays up the fun idea. Says the copy: 
“In the merry months of May—let’s 
have a party . . . for the Queen and all 


her court ... Party cakes are fun year 
round, etc.” The desire for fun is, I’m 
convinced, a great motivating force. 


tener’s) funny bone. Crude comic tech- 
niques have nothing whatever to do with 
what I am talking about in this article. 


s I have just examined a half-dozen text- 
books that offer inventories of human 
desires, a knowledge of which is regarded 
as essential for systematic attacks upon 
the problems of advertising from the point 
of view of the consumer. I find in none 
of them more than the barest reference 
to the desire—the urgent desire—of peo- 
ple to have fun. 

Perhaps we might profitably pay a bit 
more attention to the theories of the 
hedonists. # 


What They Were Saying 25 Years Ago 


L. D. H. Weld, director of research, Mc- 
Cann-Erickson, to the Advertising Affili- 
ation convention (AA, May 21, 1932): 

“While there is some basis for the pre- 
diction that advertising agencies will 
eventually be known as ‘merchandising 
agencies,’ it is a real problem as to how 
much farther agencies can go and still 
keep within their commissions.” 


Enno D. Winius, president of Anfenger 
Agency, commenting on a proposal to 


limit radio commercials tc announcement 
of the name of the sponsor (AA, June 18): 

“There is no doubt that some advertis- 
ers are overdoing the commercial parts 
of their programs. There are probably 
millions of listeners who resent the 
amount of commercial talk on the air. 

“The big question is: Can legislation 
correct such a situation? I think not. If 
commercial programs go on unregulated, 
the offending sponsor will be the principal 
sufferer.” # 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


American Airlines, going contrary to 
a fairly generally applicable rule of good 
advertising, does an outstanding job, I 
think, in selling its accommodations and 
services to the public. 

The rule so generally applicable is that 
a company’s advertising should have a 
recognizable, or characteristic style, to 
eash in on cumulative and recognition 
value. I believe that to be a good rule. 

However, one of the things judgment 
and analysis teach the good ad man is to 
know when to depart from the general 
rule—to know when an exception can be 
taken profitably. 


s I have no idea how American arrived 
at its “formula” for disparity and vari- 
ety. To me it is sound for the following 
reasons: 

The airline message is generally a 
short one. (Sometimes I think too short.) 

It is news. 

It changes from message to message. 

The prospect’s “need” for air service 
changes, oscillates. 

Many people who fly, habitually call a 
favorite airline. 

Those people are not likely to pay 
much attention to any “typed” or “sty- 
ized” American ads unless American is 
their favorite. By being bright, provoca- 
tive, ever-different, American slips into 
the reader’s presence painlessly before 
he knows what’s happened. 


= In this instance, I have not seen 
readership figures. My opinion comes 
solely from applying standards I have 
long found to be rational, and reliable. 

To me, it would be as wrong for 
Campbell’s scup, or Hudson’s of Detroit, 
to make “each day’s advertising” a new 
exercise in buying readership, as it is 
right for American. However, I am not 
often entirely satisfied with any adver- 
tising. 

Slogans, without sharp enlargement, 
are rarely significant to readers. I don’t 
think American’s slogan as part of the 
logo “America’s Leading Airline” does 
much good. And yet, American has a 


On the Merchandising Front... 


UNUSUAL—Full-column newspaper copy for 

American takes advantage of the long, 

narrow space to tell its every-hour-on- 
the-hour story effectively. 


tremendous story to tell to distinguish 
itself. If I were American, I would in- 
clude in every one of these varied ex- 
cellent ads a small pertinent paragraph 
that would amplify that slogan with a 
single arresting, supporting idea. Other- 
wise, in the mind of much of the public, 
American might be “just another air- 
line,” which—indeed—it is not. # 


Farm Communities with Industrial Income 


By E. B. Weiss 

A hugely significant merchandising ob- 
servation was made by Albert W. Hughes, 
president of J. C. Penney, that seems to 
have gone unnoticed by the world of 
marketing. Mr. Hughes was talking to 
stockholders about 
some of the locations of 


Penney units and re- 
marked that the term 
“agricultural” area no 


longer is an accurate 
description for many 
smaller communities in 
which his chain has 
stores. In some areas 
that had previously 
been predominantly 
agricultural, Mr. Hughes pointed out, in- 
dustrial payrolls are now as large as 
and even larger than farm payrolls. 

This has been, of course, the long-term 
trend in New England. For generations, 
towns that once were strictly agricultural 
have tended toward a preponderance of 
industry. Since the war, this trend in New 
England has been accelerated. 

The same trend has now become quite 


E. B. Weiss 


marked in various sections of the Mid- 
west—the area to which Mr. Hughes was 
specifically referring. And, of course, it 
is also very much in evidence in the 
Southwest and out on the West Coast, as 
well as in the Southeast. 


s It is common knowledge that our farm 
population has been in a strong down- 
trend for many years. It is not quite so 
common knowledge that our total farm 
income, which generations ago was split 
pretty evenly among our farmers, is now 
largely concentrated among large farms. 
I don’t have the exact figure but I be- 
lieve that some 15% of our farm owners 
now get about 70% of total farm income 
—and about the same ratio of farm sub- 
sidies! (The farm corporation is one of 
the few businesses supported with tax- 
payer money.) 

In any event, the march of events on 
our farms is right now still more insis- 
tently egging the farm population toward 
the towns and cities for employment, if 
not for living. Simultaneously, the geo- 
graphical decentralization of industry is 
bringing great plants out to what was 


formerly rather strictly “farming coun- 
try.” 

Both trends are still very much in their 
infancy. Farming is becoming big busi- 
ness—indeed, it already is big business. 
It will become vastly greater big business. 
That will shoot the away-from-the-farm 
trend into high. And a whole new world 
of communications and transportation that 
is just now opening up will speed up still 
further the decentralization of industry. 
s Thus, marketing maps are probably 
even now somewhat overdue for a revi- 
sion—that is, those maps that use such 
terminology as “farm area.” The yard- 
stick, of course, is the actual breakdown 
of income as between farms on the one 
hand, and income from factory and office 
wages and salaries, services, wholesaling, 
retailing, etc., on the other hand. (Inci- 
dentally, with absentee ownership or dis- 
tant ownership increasingly common on 
our larger farms, farm income itself 
probably needs a new methodology be- 
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cause a substantial slice of farm income 
is no longer “spendable” in the area in 
which it is earned.) 

I expect that the farm publications will 
take vigorous exception to these broad 
generalities of mine; and I’m sure they 
will puncture my one or two attempts at 
statistics. Actually, I have no intention of 
making out a case either against the 
farm publications or for them. 

I am simply trying to elaborate on an 
observation made in passing by the head 
of one of our greatest retail chains—an 
observation that I believe has great mar- 
keting implications. Our former “agricul- 
tural areas” are tending to become in- 
dustrial to the extent that the lion’s share 
of their locally-spendable income is no 
longer coming from the farm. This is a 
profound change that will affect the plans 
not only of retailers but of innumerable 
merchandisers—because where the re- 
tailer goes, the manufacturer and the 
wholesalers cannot be far behind market- 
wise. # 


Five matches only. Bend 
in half for arms and legs 
in action. Less than full 
match for children, A. 
Practice with the matches, 
copying them. Become a 
5-Match Man expert! 


Sensibilities of Art Department, 


Now you can compose ad scenes yourself 


Non-artist copywriters don’t interfere with Aesthetic 
contribute greatly by 
using Marvelous 5-Match Man as anatomy guide to well- 
proportioned stick figure for use in even rough roughs 
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Sketch the main body-match in first, 
lightly, about where you think he 
should be in the rough, adding other 
characters as or if you need them. 
Never mind the arms and legs yet, 
but leave room for them, 1, 2, 3. You 
can adjust easily: 1 is now closer to 2, 
and you decide 3 should be sitting, so 
he is one half match length lower. 
These can be match size or larger, but 
keep them simple, match shapes. 


Next Lesson: “Composing with Match Men, Continued” 
(Coming soon: “The Dog In the Art Director’s Bed”) 
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Advertising Age, July 15, 1957 


Pulse Network TV Mus reece | GRAPHIC VISUAL CONTROL 
May 1-7, 1957 Ben Park and Ted Mills, direc- t& BOARDMASTER Visual Control 
tor of public affairs and executive Saves You Time, Money. 
TOP TWENTY SHOWS | producer, respectively, at NBC, | * Gives Graphic Picture of Your 
|New York, have resigned effective Operations. Stops mixups. 
Ronk Program Rating July 31 to enter the tv and motion %& Simple to Operate. Write on 
1 I Love Lucy (Procter & Gamble, General Foods, CBS) ..........ccsssesneneeneees 36.1| picture production business. No Cards, Snaps in Grooves. 
2 Perry Como (Several sponsors, NBC) 35.7 |NBC replacements have been an- %& Ideol for Sales, Production, 
3 Bel Mapn (Chewable, SODE) ccsrccsccrcsccsssscscscsectvatscsnsonenssoeseantelenensseinenocetoogoeesiia . 35.0 | nounced. Inventory, Scheduling, Etc. 
4 Ed Sullivan (Lincoln-Mercury, CBS) .........ccc.ccccsceccessessesessesenssseeesenseneeneesrsseenes 32.8 Mr. Park and Mr. Mills will go| % Made of Metal. Compact and 
5 Boxing (Mennen, Pabst, ABC) 5 | into business with a third partner, attractive. 150,000 in Use. 
6 FE a 31.2 | Gene Milford, movie editor and 
7 Gee See ete) GRD. & ncccetedseil Aint ciidiiticntvtidilie 30.2 | director. Their company will be Full price $49.50 with cards 
8 Person to Person (Life, Amoco, Hamm’s Beer, CBS) ............ccccccccccceseeeeeeeeee 29.0 | called Mills-Milford-Park and it 4 iitestrated 
9 Burns & Allen (Carnation, Goodrich, CBS) o...cccccccccccccccccccccesseeeceenerenenenenne 28.9 | will “specialize in the creation and FREE seeKtaT No ¥.208 
VO —-_—- Climax (Charysler, CBS) .....nccsssososssssnscssssssecrosecsenssncsossenensssvssecenssnssnssevescescsssnases 28.5 production of major one-shot tv Without Obligation 
10 » bf gS Sh RINSE eee NN on EaS 28.5 programs and limited series for | 
12 What's My Line (Helene Curtis, Remington Rand, CBS) ..0..........ccccceenees 28.4 ty as well as feature motion pic- | Write or Call Wisconsin 171-8444 
13 Godfrey's Talent Scouts (Lipton, Tomi, CBS) ...........-.ccssesessesnennsennrsnenenennes 28.3 | tures.” GRAPHIC SYSTEMS, SS West 42nd St., New York 36, N. Y. 
14 Gunsmoke (L & M Cigarets, Remington Rand, CBS) ..........cccceeeerseenenenes 28.1 
15 December Bride (General Foods, CBS) ..............ecevceveneresrsneritnenennsiensseananseneanes 27.8 neil 
16 — Steve Allen (Several sponsors, NBC) ....cccccscsssssscssss:vssssvsvsssvvsnevssvveesenanseeeeeee 27.1 - i 
17 The Lineup (Procter & Gamble, Brown & Williamson, CBS) .... 26.6 Ces 
18 Jack Benny (Lucky Strike, CBS) ........... 26.4 
19 I've Got a Secret (R. J. Reynolds, CBS) 26.0 
20 Disneyland (American Dairy, American Motors, Swift, ABC)... 25.4 
20 ne Te i Mie I, GU, GI ecccccccncnsencecestnsanssensnctesocapsbcaccese 25.4 
MULTI-WEEKLY TOP TEN 
1 Mickey Mouse Club (Several sponsors, ABC) o..........c.cccccssssessesseensersennesnnennes 18.0 
2 Queen for a Day (Several sponsors, NBC) .o........cccccccssssssnsenennensenscsnnnennennes 11.2) 
3 Guiding Light (Procter & Gamble, CBS) o...........ccccccceesteneeees » — 
4 CBS News (Several sponsors) 10.6 
5 Search for Tomorrow (Procter & Gamble, CBS) ............ccccccccccecseeeeeseeeenee 10.5 
6 BEDS Cee GIO  CRIINIIED. .cerecicticccereccncescesesacosnescoonysessecsesumonaiinsnsliinascngaints 10.0 
7 Arthur Godfrey (Several sponsors, CBS) .. 98 
8 Love of Life (American Home, CBS) 97 
9 Art Linkletter’s House Party (Several sponsors, CBS) .............ccsesencneeeeenenees 96 
9 Captain Kangaroo (Participating sponsors, CBS) ...........cccssssseeenseeeeeerrenenes 96 


|has signed stations two and three. | 
DuMont’s WABD, New York, and 
WTTG, Washington, have affiliat- 
‘ed with the “major market tv net- 


New Circulation Guarantee 
Boosts Girl Scout Ad Rates 

The American Girl and The 
Girl Scout Leader, published by 
the Girl Scouts of the U.S.A., New 


ee 


York, have announced a hike in 


work.” WGN-TV, Chicago, rt 


with the former NBC chairman 
sometime ago. 


advertising rates of $250 and $200, 
respectively, effective January, 
1958. The new figure, based on|August start for “Ding Dong 
an annual average circulation! School,” which has one participat- 
guarantee of 600,000 for American|ing sponsor in the wings, and for | 
Girl and 700,000 for Girl Scout|Mary Margaret McBride’s inter-| 
Leader, raises the b&w page cost| view. A Saturday night band show | 
to $2,000 and $2,350 respectively. |from Chicago also has been an-| 
Another change saw the ap-| nounced. | 
pointment of Dan Doody as west-| 
ern manager of both magazines. | Alvord Joins Equitable 
Mr. Doody will be in charge of| Thomas A. Alvord, formerly su- 
national accounts in the midwest- | pervisor of loan advertising for 
ern states, with headquarters in Associates Investment Co., South 
Chicago. Bend, Ind., has been named direc- 
itor of advertising of Equitable 
Pat Weaver Signs 2 Stations — Credit Corp., Albany, N.Y. Equita- 
for New Program Service ble has just created an advertising 
Pat Weaver’s Program Service ' department. 


Program Service now plans ‘sal 


“RENDER TO CAESAR .. .” 


... AND TO YOUR CLIENTS, THE PERFECT 
ENGRAVINGS THEIR ADS CALL FOR. 

USE DOT FOR BEAUTIFUL COLOR, 
OUTSTANDING BLACK AND WHITE. 


Dol Engravers, Inc. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 


_CENGINEERIN 


\FQEWSRECORD>/ 


Ever think about how complex a big construc- 
tion job is? Sure, it's easy to appreciate the con- 
venience of a tunnel, bridge or highway. And 
we know how important new industrial build- 
ings, schools, water works, dams, etc., are 
to the progress of communities. But it’s only 
by being in the field, especially selling to it, 
that you can fully grasp the scope of this 
industry. 

Take the new tube of N. Y.’s Lincoln Tunnel, 
for example. It involved 35 major contractors. 
It was planned and is being operated by the 


giant Port of New York Authority. It was in 
the design stage for years . . . and, in addition to 
the tunnel itself, intricate ramps, right-of-ways 
and approaches had to be worked out. 


Lots of sales calls to lots of people are needed 
to sell a project like this. Often you never know 
who makes the final buying decision. That's why 
a consistent advertising schedule in Engineering 
News-Record is such a worthwhile investment. 
EN-R can put your product story before almost 
every important construction man in America 
... and it can do it every week! 


ENGINEERING NEWS-RECORD «+ ABP ABC * A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET. NEW YORK 36.N Y 
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Merchandising 


Ideas 


e Will Wagner, Round Lake, IIL., 
appliance dealer, “bombed” three 
towns this summer and sold 27 
major appliances within 12 hours 
afterwards. His “bombs” were 10,- 
000 Norge Lucky Dispenser Wheel 
cutouts thrown from a low flying 
plane rented for $30. Townspeople 
in Round Lake, Fox Lake and 
Grayslake, Ill., alerted for the 
“bombing” by newspaper ads and 
radio spots the preceding week, 
quickly picked up all the wheels, 
which resembled the Dispenser 
Wheel used on Norge automatic 
washers. Within minutes, the 
dealer said, his store and addition- 
al display area at a local super- 
market were crowded as people 
came to check numbers of their 
wheel cutouts against the prize 
list. Prizes and merchandise cer- 
tificates were awarded to winners. 


_seseeeeeeeeeee 


Ot's a Wan’s World ! 


That’s What Advertisers Reach in 


She Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Lorgest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continvous Yeors 


—~e-e-ooowoeeoweweeeeeeeeee. 


To date, Mr. Wagner has sales 
of 50 major appliances chalked up 
to the promotion, which he fol- 
lowed up with another prize offer, 
capitalizing on local newspaper 
publicity. The weekly Round Lake 
Journal published pictures of the 
crowds thronging his store after 
the “bombing.” The following 
week he ran an ad offering mer- 
chandise prizes to anyone who 
could identify himself in the 
newspaper pictures. Result: more 
crowds, continuing publicity and 
some additional sales. 


e What Sanitized is, what it does, 
how it has been tested, and how it 
has been merchandised and pro- 
moted are some of the questions 
answered in a booklet put out by 
Sanitized Sales Co. of America. 
The two-color booklet, “The Facts 
about Sanitized,” describes the 
Sanitized process for treating tex- 
tiles, leather, paper and other 
products, and shows some of the 
national and trade advertising 
used to promote the process. 
Copies may be obtained without 
charge from Michael Ressner, 
Sanitized Sales Co. of America, 
181 Madison Ave., New York. 


e Chicago fishermen are an- 
gling for some very dear fish this 


Off the top of your head ? 


The surest way for you to prove that 
every brain cell is putting in overtime is 
to buy WBNS Radio. It figures to give 
your pitch where there’s $2,739,749,000.00 
of spendable income; where Pulse gives 
the top rating for any Monday-thru-Fri- 
da ym ain day and/or night. 
ohn Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


READY TO FLY—Will Wagner, appliance dealer (center), checks plans 


for dropping Norge Lucky Wheels 
distributor ad representative, and 


from plane with Jim Lukas, Norge 
Andy Greaczyk, Norge distributor 


salesman. The banner at right was displayed in Mr. Wagner’s store. 


summer in 12 Chicago fishing 
spots, thanks to WNBQ, Chicago 
NBC station, which in cooperation 
with the Illinois Department of 
Conservation, deposited 451 tag- 
ged fish in 12 Chicago area fish- 
ing spots. The tv station’s $40,- 
000 Fish Festival, which runs un- 
til Sept. 15, offers $25,000 as top 
prize and 450 merchandise prizes 
for hooking the tagged finny fel- 
lows. The contest is being pro- 
moted over the station each Sat- 
urday evening on “Crunch & Des” 


tv film series about a charter 
fishing boat team. 


e The problem facing the Sottile 
Banking Group, comprising seven 
banks in the Miami and southern 
Florida area, was how to partici- 
pate in a souvenir kit distribution 
to all delegates at the recent con- 
vention of the Advertising Feder- 
ation of America held in Miami 
Beach. The group sought a me- 
mento that was impressive enough 
to be noticed by the advertising 
nabobs of America, yet was with- 
in its budget. 

The solution was found in a 
simple card to which a dime was 
affixed. The printed message be- 
gan: “Welcome to A.F.A. This is 
just a sample of one of our 
major products—Money—(spelled 
CASH).” The message wound up: 


“Please call on the nearest Sottile 
bank for a loan... You may not 


.. with discretion, of course, since 
we feel it’s important to know what 
our customers think of our work. After 
all, the important thing is what our 
customers have to say about us! And their 
continual compliments have helped 
us win new accounts. 


mof eavesdropping 


DAY AND NIGHT SERVICE 


= RELIABLE 
_etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


a eS eee 


—J 


| get it, but we would love to talk 
to you anyhow.” J. Samuel Gar- 
rison, Sottile pr and advertising 
director, reports the last line, plus 
the sample of the bank’s product, 
was a convention conversation 
piece. He said this relatively low 
cost promotion proved to be much 
more effective than giveaways used 
previously valued at $1 and $2. 


e Ponce de Leon stepped right out 
of the pages of Florida history 
last month at Tampa _ Interna- 


FISH LAUNCHING— 
Actress Joanne 
Bayes, who co- 
stars as “Sari” on 
“Crunch & Des,” 
tv film series, 
prepares to de- 
| posit a fish worth 
$25,000 in Lake 
Michigan as first 
= prize in WNBQ’s 
me Fish Festival. 
Henry R. Sjogren, 
assistant general 
manager of the 
Chicago tv sta- 
tion, assists her in 
the ceremony. 


galleon, he arrived modern-style 
by air, appropriately on Eastern 
Airline’s Ponce de Leon flight to 


this time, but a new Silver Bar 
beer, introduced by the southern 
division of International Brewer- 
ies. Senor de Leon’s appearance 


fellow passengers and Eastern 
Airlines personnel, who regarded, 
his plume, beard and buskin with 
some bewilderment. His picture | 


which is being introduced to the 
Florida market in a drive playing | 
up the new package and brewing 
formula, which W. E. Warnstedt, 
vp and general manager of the 
utilizes 


southern division, says 
“pure spring water.” 


al Airport. Discarding his antique 


herald, not the Fountain of Youth | 


on the plane seemed to confuse! 


| 


| 


appears on the label of Silver Bar, | 


i 


DISCOVERY—Ponce de Leon, 
|who many years ago promoted the 
Fountain of Youth, now heralds a 
new discovery, Silver Bar beer, 
brewed under a new formula. 


,NEW 


e “This makes our tenth,” began 
typical birth announcement, 
i oe with illustration of a 
}| stork, which Consolidated Water 


5! Power & Paper Co., Wisconsin 
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Rapids, adapted to announce the 
installation of a $15,000,000 enam- 
el paper machine at Biron, Wis. 
The folder, sent with a Havana 
cigar in silver tube to the com- 
pany’s customers and distributors, 
listed the machine’s vital statis- 
tics in birth announcement for- 
mat, and added, “Your demands 
on our nine other machines kept 
them so busy that an addition to 
the family was required.” 


e Shurber Corp., 140 N. La Brea 
Ave., Los Angeles, has come out 


AD-O-RAMA—A prospective buyer 


views an advertiser’s product 
through a new self-mailer pro- 
duced by Shurber Corp. 


with Ad-O-Rama, a _ self-mailer 
with built-in receptable for ad- 
vertising literature and a collap- 
sible viewer for 35 mm film trans- 
parencies. When the postcard-size 
flat folder is opened, the viewer 
pops up, displaying through a 
plastic lens peep-hole, the trans- 
parency of the advertiser’s prod- 
uct or service. Shurber says the 
mailer is approved for third class 
mailing and weighs less than an 
ounce without enclosures. Prices, 
including two-color printing and 
duplicating of the film transpar- 
encies, range from 35¢ to 20¢ each, 
depending on quantity. The com- 
pany also has a New York office. 


Where 
ATLANTA PAPER COMPANY Pockaging «« 
ATi Amta 2 GlOwGrs Advertimng 


June 21, 1957 


(Me 4 2 
hui v Presider: 
Executive Vice President 
Executive Vice President 


3 IN 1—Atlanta Paper Co. empha- 

sizes the promotion theme of its 

Cluster-Pak multi-unit cartons in 

this mail piece. The note was at- 

tached to reprints of color ads used 
in four publications. 


e Top sales executives from every 
walk of the business life have 
been receiving bottles of pills, 
compliments of Seltz Advertising 
Service, New York. The pills, “Dr. 
Seltz’s Success Pills for suffering 
sales managers,” really won’t do 
a thing for the recipient, other than 
providing a chuckle and a few 
additional calories, but they can 
lead to a “sure cure for most sales 
ills,” the accompanying letter as- 


| sures. The letter closed with an 
A jinvitation to call Seltz to discuss 


its Seltz Sales-Vertising service, 
a specialized salesman-stimula- 
tion program. Instructions en- 
closed in the pill bottle provided 
a coupon for ordering Salesmen’s 
Success Pills, companion remedy 
for the sales staff, and more in- 
formation about the Seltz services. 
The mail promotion was termed 
successful by Seltz, which reports 
that of 1,500 mailings, a return of 
10% inquiries was received, plus 
many orders for the companion 
pill bottle. + 
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You Ought ToKnow . . . John Hoeter 


“If you're a tradesman you be- 
long to a trade association; if 


you’re a doctor you belong to a| &@ 


| 


medical association—and if you are 
an advertising man you certainly 
should belong to an advertising 
association.” 

With these words John Hoefer, | 
president of Hoefer, Dieterich &| 
Brown, San Francisco, indicated 
the course he would follow during | 
his tenure as head of the Adver- 
tising Assn. of the West, a post to 
which he was elected at the group’s 
54th annual convention in Hawaii. 

John Hoefer has several goals 
that he would like to see AAW 
reach, but he puts particular em- 
phasis on (1) increasing member- | 
ship in the association and (2) | 
utilizing to a greater extent the | 
wealth of talent available in| 
AAW’s ranks. In particular he 
would like to see larger agencies 
and advertisers expand the num- 
ber of memberships they hold in 
the association. 


s Expansion of membership and 
utilization of talent are only part 
of the program for the coming 
year, however. John Hoefer told 
ADVERTISING AGe that he also will 
push for greater service by AAW 
to its individual member clubs. 
Some of the things that the associ- 


ation can do for members include | 


(1) lining up speakers to give local 
clubs better weekly programs; (2) 
aid adclubs in establishing com- 
munity service projects; (3) get 
together panels with the various 
chambers of commerce, and (4) 
disseminate pertinent data offered 
by the various government agen- 
cies. 

Also in the works for AAW in 
the coming year is the develop- 
ment of a comprehensive presenta- 
tion devoted to telling what the 
association has done for the ad- 
vancement of both the advertising 
business and business in general. 
It will tell, among other things, 
how the association has functioned 
for the protection of the legislative 
interests of advertising, such as 
fighting taxes on advertising and 
doing battle with anti-outdoor sign 
interests. 


s “We need to get more business 
men interested in—and aware of 
—the functions important to the 


this precision recorder 
fits in your pocket! 


out of sight, out of mind—you get all the facts 
The perfect ‘secondary memory”’ to save 
you time and work—the world’s only 
pocket-sized, push-button precision re- 
corder! Take it with you wherever you 
go. Records everything—u 
on a single reel! Plays back, erases, re- 
winds—great for dictation, too, and only 
28 ounces! Battery operated or A/C. 


to 2 hours 


Sold through authorized franchised dealers 
te details, write: 


For comple 
GEISS-AMERICA 


Dept. A.A.7, Chicago 45, Ht. 


| ve Canada: Imperia) Typewriters of Conada 416 McGill St. Montreal 7 Que 
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John Hoefer 


business community that an as- 
sociation like ours can and does 
perform,” the new AAW president 
said. 

The role of the juniors—mem- 
bers under 28 years old—in AAW 
affairs is another area to which 
John Hoefer plans to devote his 
efforts. He believes that this seg- 
ment of AAW’s membership has a 
great potential, and that this po- 
tential can be developed if the 
junior clubs are pitted against each 
other in various adclub competi- 
tions. 


s John Hoefer’s intense interest 
in furthering the cause of adver- 
tising has a long history. He told 


AA that he “always wanted to be | 
an advertising man,” and he got) 
an early start. While attending the | 


University of California at Ber- 
keley he sold pipe tobacco, and 
later while attending Stanford 
University in 1940 he was adver- 
tising manager of Sutliff Tobacco 
Co. After five years in the Navy 
during World War II he joined 
forces with James Dieterich, who 
had been coxswain of the crew 
when they were in college, and 
James Brown, a fraternity brother, 
to form the agency which still 
bears all three names. 

Their first—and only—account 
was Sutliff Tobacco. “This was our 
anchor, and we started ringing 
doorbells,” John said. “Now we 
have 18 people plus a home econ- 
omist, and capitalized billings total 
$2,000,000.” 


® The Hoefers—John, his wife 
Kay and their five children—live 
in Belvedere, Cal. When John finds 
time he likes to ski, sail and tinker 
in the garden. 

When AA's reporter left AAW’s 
new president in Hawaii, he 
to embark on two weeks of Naval 
Reserve duty at Pearl Harbor. Tall 
and tan, with a twinkling eye and 
wide grin that seemed to belie his 
serious mien, he looked ready to 
tackle the busy year ahead. But 
there may not be quite as much 
skiing and sailing for the Hoefers 
in this presidential year. + 


Dr. Lowe Named VP 


Dr. Francis E. Lowe, formerly 
associate director of research and 
chief statistician of the Market Re- 
search Corp. of America, New 
York, has been named a vp. He 


will be in charge of the test mar-| 


keting division and will specialize 


in the development of consumer | 


research techniques. 


Royal Alcott Joins Wade 

Royal Alcott has joined Wade 
Advertising, Hollywood, as a pro- 
ducer director in the tv-radio de- 
partment. He was formerly film 
production manager of Leo Bur- 
nett Co.’s Hollywood office. 


Ellenbogen Joins Lionel 

John Ellenbogen, formerly with 
Grey Advertising Agency, has 
been named assistant advertising 
manager of Lionel Corp., New 
York maker of electric trains and 
Airex fishing equipment. 


Guelich to Montgomery Ward 

Robert V. Guelich has been ap- 
pointed to the new position of di- 
rector of public relations of Mont- 
gomery Ward & Co., Chicago, 
effective July 29. Mr. Guelich pre- 


sently is assistant director of pub- 
lic relations of Firestone Tire &| 
Rubber Co., Akron, O. | 
; 
| 


‘SEP’ Promotes Riddle 

Jay S. Riddle has been appointed | 
food merchandising manager of 
The Saturday Evening Post, Phila- | 
delphia, replacing Carl Caldas, who | 
has joined the Post’s New York! 
sales staff. Mr. Riddle was former- | 


ily assistant food merchandising | 


manager of the Post. 


| 
Mount Joins Clenaghen 

James A. Mount, formerly with | 
Pacific National Advertising, has | 
joined Jack Clenaghen Advertis- | 
ing, Portland. Mr. Mount also has 
been manager of Station KGW, 
Portland, Ore. 


2 from 


Represented nationally by Doyle and Hawley, Los Angeles, 
Sen Francisco, New York, Chicago, Boston, Minneapolis. 


% Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
1946 —1956 

your most profitable 
market per dollar 
invested in the West. 


see the man 
RIVERSIDE 
PRESS and 
ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


67 


ve 


WORLD ride 


rey 


(1957 Sales Management Survey of Buying Power) 


Beautiful, bustling Tulsa . . . Oil Capital of 
the World, and fast gaining new fame as the 
Water City of the Southwest .. . is perched 
right in the center of the billion-dollar Magic 
Empire. Tulsa's water supply is geared to twice 
its present population; in fact, the source of 
supply will meet the demands of a million pop- 
ulation. 


Metropolitan Tulsa's 323,500 residents also 
share an effective buying income of $610 mil- 
lion dollars; Get YOUR share of this rich market 
by advertising in the Tulsa World and the Tulsa 
Tribune . . . preferred reading of *181,320 
subscribers in the fabulous, billion dollar Magic 
Empire. 

*1956 ABC Audit Report 
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Main line 
fo 
Editors 


Morrow Ferris Postel Mindak Casey 
RECEPTION—Clifford G. Ferris, publisher, Rhinelander News, and 
president of the Northwest Daily Press Assn., welcomes guests to 
the association’s summer meeting in Brainerd, Minn. With Mr. 
Ferris are James Morrow, president, Inland Newspaper Represent- 
atives, Chicago; R. R. Postel, Detroit manager, Bureau of Ad- 
vertising; Dr. William Mindak, and Dr. Ralph Casey, director, both 

of the school of journalism, University of Minnesota. 


Walker Named WSOC Chief (the post 24 years and is now 

Larry Walker, exec vp of|board chairman. New exec vp is 

WSOC Broadcasting Co., Char-|C. George Henderson, formerly 

lotte, N. C., has been named/sales manager of Crosley Corp. 

c% CENTRAL FEATURE NEWS INC. president of the company, suc-|radio and ty stations in Cincin- 
‘ _ ceeding Earle J. Gluck, who held | nati. 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


‘Times-Star’ Jolts 
Baseball in All-Star 
Game Promotion 


CINCINNATI, July 9—The Cincin- 
nati Times-Star, which “shook up” 
the baseball world by helping to 
elect seven Cincinnati Redlegs 
players to the starting National 
League team for the All-Star | 
game, has embarked upon another | 
promotion to find a better way to 
choose All-Star game players. 

Bill Kreeger, promotion director 
of the newspaper, told ADVERTISING 
AGE that the Times-Star started 
a “Put your 2¢ worth in” promo-| 
tion last week. Readers are asked 
to send in suggestions as to the 
best ways to best choose All-Star 
teams, accompanied by 2¢. 

The suggestions will be turned 
over to Ford Frick, baseball com- 
missioner, and Warren Giles, pres- 
ident of the National League. The 
money will be used to buy plaques 
for Redlegs players, and for ama- 


teur baseball in this city. 


® Just before the voting deadline 
ended, the newspaper, which was 
the official collector of ballots 
here, turned in hundreds of thou- 
sands of ballots submitted by 
baseball fans in this area. The 
votes were more than enough to 
elect Redleg players to seven of 
eight starting positions on the Na- 
tional League team. 

Responding to the great hue and 
cry that was raised by baseball 
fans in all sections of the U.S., Mr. 
Frick personally investigated the 
ballots, found them valid, but later 
arbitrarily removed Gus Bell and 
Wally Post of the Redlegs from 


starting roles in favor of Hank | 
Aaron, 
Willie Mays, New York Giants. Mr. | 


Milwaukee Braves, and 
Frick also announced that voting 
methods in selecting the teams 
would be changed in the future. 
The Times-Star promoted the 
balloting, Mr. Kreeger told AA, by 


|running a 2 col. x 7” ballot in black 
jand one color on the front page of 


YOUR ADVERTISING BELONGS IN 


‘ 
' 


Texans and Oklahomans appreciate the localized treatment 
of ranch and farm news in The Farmer-Stockman .. . the 
ONLY farm publication 


Edited Separately for Texas. . . 
Edited Separately for Oklahoma! 


This separate editing explains why ranchers and farmers 
of Texas and Oklahoma find The Farmer-Stockman so 
intensely interesting ...so helpful. It gets closer-to-home, 
talks about specific needs. In fact, The Farmer-Stockman 
is voted the most helpful of any magazine reaching the 
rural Southwest! 

Yes—your advertising belongs in the farm publicatiofi 
you'd read if you lived in the Rural Southwest. It belongs 
in The Farmer-Stockman for maximum sales results! 


434,813 suvsctivers 


The Farm Publication YOU'D R 
IF YOU LIVED IN TEXAS.OR OKLAHOMA! / 


OKLAHOMA CITY + DALLAS 


” TT aR 
J. H. Hunter, Advertising Director i 
400 N. Michigan Avenue 500 N. Broodway 
Chicago 11, SUperior 7-6145 Okichome City 1, CEntro! 2-331! 


420 Lexington Avenve 
New York 17, MUrray Hill 4-3340 


4321 N. Central Expresswoy 
Dalles 5, LAkeside 1-312! 


ae 


Black creas show 
Texes Counties spot- 
lighted in Texes 
issues and Oklchoma 
Counties spotlighted 
in Oklahoma issues 
during 1956 with 


& one or more tecol- 

i ized editeric! feo- 

’ ; c tures in The Former- 
; Stockman. 
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the newspaper on Mondays and 
Tuesdays for three weeks in suc- 
cession. 

He praised the business men and 
local baseball enthusiasts for get- 
ting out and bringing in a tremen- 
dous vote. “This was the best 
planned promotion I have ever 
seen or been associated with,” Mr. 
Kreeger said. 


8 The big block of more than 500,- 


| 000 votes was held until just be- 


fore deadline, Mr. Kreeger said, 
because the local promoters felt 
that other cities were doing the 
same thing. Last year, five Redleg 
players gained starting positions 
with a last minute rash of votes. 

Two competing newspapers—the 
Cincinnati Post and the Cincinnati 
Enquirer—which did not promote 
the contest, remained quiet until 
'Mr. Frick removed the two Red- 
leg players. Then both came out 
with strong criticisms of Mr. 
Frick’s action, Mr. Kreeger said. 

Also as a result of the most suc- 
‘cessful non-commercial promotion 
it has ever run, the Times-Star is 
producing a mailing piece which 
| points up what a newspaper can do 
|to spearhead a community drive, 
he said. 


‘WCTU HEAD RIPS BEER 
SPONSORS OF BASEBALL 

EVANSTON, ILL., July 9—Brewers 
who sponsor telecasts and broad- 
casts of major leagues baseball 
| games were blasted here last week 
by Mrs. Glenn G. Hays, president 
of the Women’s Christian Tem- 
perance Union. 

“What was once the national 
pastime now appears to have be- 
come the star salesman of the beer 
barons, while club owners wonder 
why public interest and patronage 
have declined,” Mrs. Hays said in 
}a scathing attack. 

“Baseball is being taken from a 
wholesome spectator and sandlot 
sport into the realm of a national 
problem that includes alcoholism 
and drink-caused juvenile delin- 
quency. 


® “Beercasts of the game try to 
convince anyone who hears or sees 
them that it’s the right thing to do 
to sit in front of the set and get 
drunk while viewing or listening. 

“Children who love baseball are 
obviously not excluded from the 
wheedling commercials that urge 
listeners to rush to the liquor store 
or ice box for the sponsor’s beer 
between every inning or half in- 
ning. 

“Baseball has become beerball, 
creating another reason for anoth- 
er national curb on alcoholic bev- 
erage advertising, for the protec- 
tion of the home and the reduction 
of influences that are promoting 
alcoholic addiction increasingly,” 
said Mrs. Hays, who described her- 
self as a sports fan. + 


N.C. Promotes Tax Break 

The State of North Carolina’s 
conservation and development de- 
partment is using ads in the New 
York Times, Journal of Com- 
merce and Wall Street Journal 
urging corporations to move to 
North Carolina to take advantage 
of a corporate tax break recently 
voted by the legislature. A $190,- 
000 annual advertising fund has 
been set up by the conservation 
and development department to 
support such advertising, accord- 
ing to department director Wil- 
liam Saunders. 


Merrell Promotes Ritter 

Philip Ritter III, director of 
promotion and advertising of Wm. 
S. Merrell Co., Cincinnati pharm- 
aceutical manufacturer, has been 
promoted to promotion and sales 
manager of the company. He will 
undertake over-all responsibility 
for the advertising, sales promo- 
tion and sales departments. 
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Advertising Age, July 15, 1957 


Vision Inc. Buys 
‘Printers Ink’ in 
Surprise Move 


(Continued from Page 1) 
that under its new ownership 
Printers’ Ink “will continue as the 
authoritative business paper of 
advertising and will shortly an- 
nounce a series of publishing im- 
provements aimed at rendering 
an even more complete business 
paper service to the advertising 
business.” 


s Mr. Barlow did not spell out 
the nature of these improve- 
ments. He said that Eldridge Pe- 
terson will continue as publisher. 

Printers’ Ink, in some of its edi- 
tions today, said the sale “follows 
a decision by the Lawrence fami- 


operations, Through various sub- 
sidiaries, Vision offers a number 
of management services to com- 
panies in this country and Latin 


of the “blue sky” ideas he has in- 
volves a subscription service for 
foreign advertising agencies and 
advertisers. 


s Printers’ Ink, he explained, has 
a good deal of data in its files on 
the principles of advertising and 
these could be organized into a 
|service for advertisers and agen- 
| cies abroad. 

There was no further elabora- 
tion of the new owner’s plans for 
PI. A Vision executive told Ap- 
VERTISING AcE, “A lot of things 
are being reviewed and it will 
probably be quite a while before 
we make any changes.” 


s Just recently, Printers’ Ink 
Publishing Co. changed its name to 


Printers’ Ink Publications Corp. 


|and announced it would engage in 


America, and Mr. Barlow said one | 


ly, active in the ownership of the Other publishing activities. What 
publication since 1909, to sell the| these activities would be was not 
property to an organization that disclosed in January, when the 
will insure its growth, maintain °°TPorate change took place, but 
its traditions of service to the ad-|the company did not broaden its 
vertising business and provide op- Publishing base. ; 

portunities for progress by Print-| A little earlier—in December, 
ers’ Ink employes.” |1956—the company changed its 


Mr. Barlow said. at today’s | Tind about previous intentions to 
press conference, that Printers’|{0Tm a non-profit advertising 
Ink has been “handicapped” by foundation to take over Printers 


not being part of a “multiple pub-| Ink. The aim of the foundation had 


lishing operation.” He explained 
that the acquisition by Vision Inc. 
will make available to Printers’ 


been to memorialize its longtime 
owners, John Irving Romer and 
Richard W. Lawrence. Purpose of 


Ink “additional facilities,’ such | the move was to have the founda- 
as the complete lettershop opera- 
tion maintained at New London, 
Conn., by Vision's National Fore- 
man’s Institute division. 

This lettershop, Mr. Barlow 
said, turns out 500,000 pieces a} 


‘Stop Presses; We're Sold!’ 

New York, July 11—Print- 
ers’ Ink was scooped on the 
story of its own sale to Vi- 


month, including all kinds of! . a aoe pe peonens “ee 
newsletters, brochures, manuals | th P ee bee thon “7 ‘saene 
and promotional materials for | Sn : 


copies were run off before a 
“stop press” order went 
through and a story of the 
sale was inserted. Morning 


the Vision publications. 


s Mr. Barlow pointed out that! 
Printers’ Ink will also be able to) h inted th 
make use of the network of Vision cuentamenen ‘ons oho od 
offices in this country and abroad. | pe io saa prom a 

Mr. Barlow also expressed my ed in PI coautia nb a a 
view that Printers’ Ink has been rinted owen Hes vill ~ ° 
“handicapped” by having had) we th ddition: Me — 
three different publishers in the|| ““pr.ouvecman said 
last five years and by the unful- Th a . blished in PI 
filled plan to establish a Printers’ | on sientles Sa es cg 
Ink Foundation. ona Bogs Pongal 

Mr. Peterson interjected here = © ~ aeaeaiies = 
that the first publisher, C. B. Lar-|| Press com = insenigh ay in the 
rabee, left because of a disagree-| office of Vision Ine. 


ment with Mr. Lawrence, while) 
the second one, Robert Kenyon,|tion serve as “a living monument” 
left only because of a “very at-/|to the owners and be dedicated to 
tractive offer” to become head of|“the public interest” in helping 
the Magazine Publishers Assn. “advertising and Printers’ Ink ful- 
Mr. Barlow said he entered into/| fill their objectives.” 
direct negotiations with Mr. Law-| But this whole idea was subse- 
rence about six months ago, after | quently killed, and later plans 
the foundation plan collapsed. Mr. were said to call for a reorganiza- 
Peterson explained that the foun- tion of the company. The founda- 


dation plan proved to be “im- 
practical.” 


# Mr. Barlow said he was “very 
confident” about the future of 
PI. “I think there is a lot of room 
in the field for expansion,” he 
said. “I feel very bullish.” 


tion got to the point where it 
existed as a corporate entity, but it 
| was reorganized. 


® The reorganization saw Richard 
W. Lawrence Jr., president and 
major stockholder, become presi- 
|dent and board chairman of Print- 


There will be some integration|ers’ Ink Publications Corp. J. S. 


of PI services with Vision Inc. 


Vision’s Organizers 


Three men—William E. Barlow, 
Alexander Nimick and Jean P. J. 
Baltzell—organized Vision Inc. 
with $35,000 eight years ago. They 
subsequently raised some $2,000,- 
000 from a group.of investors 
headed by J. Noel Macy, owner 
of the Westchester Newspaper 
Group, and G. Grant Mason Jr., 
one of the founders of Pan Amer- 
ican Airways. 

Mr. Barlow, 38, president of 
Vision, is the son of the late Ed- 
ward S. Barlow, onetime Lord & 
Thomas vp and founder of Barlow 
Advertising Agency, Syracuse. As 
a college student, the younger Mr. 
Barlow specialized in Latin Amer- 


Heilman continued as vp and 


Started with $35,000 


ican studies; he joined Pan Amer- 
ican Airways in 1941. From 1945 
to 1948 he was with the advertis- 
ing sales department of Time In- 
ternational, where he reportedly 
tried in vain to sell his idea of a 
Spanish-language publication for 
Latin America. 

Mr. Numick, vp in charge of 
special projects, was an account 
executive at N. W. Ayer & Son 
for eight years prior to the Vision 
venture. 

Mr. Baltzell, exec vp and treas- 
urer, is a lawyer. He was with 
Milbank Tweed Hope & Hadley 
before entering practice on his 


own. + 


Barlow 


Baltzell 


LAST SEPTEMBER—Vision Inc. is no stranger to purchasing other prop- 

erties. This picture, taken last September, shows William E. Barlow, 

Vision president, and Jean P. J. Baltzell, exec vp and treasurer, 

sealing the purchase of Science Pictures Inc. with Francis S. 
Thayer, president of Science Pictures. 


treasurer, while Eldridge Peterson,| taken by Robert Kenyon Jr., who 
who had been editor and publisher had been the weekly’s advertising 
of PI as well as secretary of the | director. At the same time, Richard 
old company, became a vp and/|W. Lawrence Jr., who had been vp 
continued as publisher. Mr. Peter-|and treasurer, assumed the presi- 
son was named publisher in Octo-| dency. The Lawrence family has 
ber, 1956, when Robert E. Kenyon|reportedly held approximately 
resigned that post to become head | 90% of Printers’ Ink stock. 
of the Magazine Publishers Assn. | Accompanying the postwar man- 
Carroll J. Swan, who had been|agement changes were some dis- 
managing editor, moved up to the appointing records in advertising 
editor’s chair and became secre-|linage and circulation, categories 
tary of the new corporation. He|in which PI relinquished its long- 
was succeeded as managing editor | time leads. 
by Tom M. Jones, previously as-| At the end of World War II, 
sistant managing editor. In Chi-| Printers’ Ink was top dog on both 
cago. Harold E. Green continued | counts. In 1946, it carried 5,180 
as executive editor and added the|pages of advertising—a lead of 
title of vp in charge of new pub-|more than 2,000 pages over its 
lications. |nearest competitor, Tide. 


® Printers’ Ink was started in 1888|® In 1956, however, Printers’ Ink 
by George P. Rowell, the adver-|carried 2,964 pages, down from a 
tising agency pioneer. It was Mr.|1955 figure of 3,307 pages. Its 
Rowell who hired John Irving Ro- | 2,964 pages last year was second to 
mer as editor of the magazine in| the 3,697 pages carried by Apver- 
1890. But Mr. Romer, one of busi-|TIStING Ace. PI’s average paid 
ness journalism’s brightest lights, | circulation was 30,707 last Dec. 31, 
left PI in 1893 to join the Royal | while AA’s was 36,916. 
Baking Powder Co. and then the| Since the war, PI, which had 
Aeolian Piano Co. as ad manager.|long been noted for its how-to 
Meanwhile, Mr. Rowell left the | pieces, turned to emphasizing news. 
agency  business—in 


Romer, who had as his partner in| trend and background stories. In 
the publishing venture Mr. Law-|recent years, it has occasionally 
rence, then a 30-year-old vp at | published book-length articles on 
Aeolian. |the marketing activities of single 

In 1911, Mr. Romer launched his companies. Its reports on Campbell 
famous campaign for truth-in-ad- Soup Co. and Chrysler won a Jesse 
| Neal Award from Associated Busi- 
{ness Publications. + 


CLARENCE CARRELL 


KEOKUK, Ia., July 9—Clarence 
C. Carrell, 65, business man- 
ager of the Gate City, Keokuk 
daily, died at Mercy Hospital, 
Iowa City. He had been a patient 
there since June 20. Born in Per- 
ry, Ia., he came to Keokuk in 
| 1922, when his father, Samuel E. 
|Carrell, purchased the newspaper 
; »,,and became business manager. 
Go a gh ee Before coming to Keokuk, Sam- 
statutes.” These statutes, which uel Carrell and a brother, Dale E. 
eventually became national in nema oe oo — 
scope, made false, deceptive adver- lc ag linditagedD He my “od 
Gsine 6 taladiitiaeter. arrell is now publisher of the 

Mr. Romer died at 65 in 1933;|@% Citu- 

Mr. Lawrence died in 1948. 


John Irving Romer 


George P. Rowell 


vertising 
known as 


LANG THOMPSON 

® During World War II, the sae-| Cutcaco, July 10—Lang S. 
pany was headed by Carroll B. Thompson, 46, exec vp of Wilding 
Larrabee, who became president| Picture Productions, died last 
and publisher. jnight in Evanston Hospital, 

Mr. Larrabee, who left the|Evanston, Ill. Mr. Thompson 
book in 1955 for the American|joined the Wilding organization 
Chemical Society and a spot as|;as am account executive in the 
director of publications, had joined | Detroit branch in 1948, and in 
PI in 1920. He served as managing| 1956 he was elected exec vp. In 
editor from 1932 to 1942. In 1954, addition, Mr. Thompson was 


when he moved from president and| made president of Wilding-Hen- 
publisher of PI to board chairman,|derson, a wholly owned subsid- 
his vacated publisher’s chair was iary of the film company. 


1905—and | But this change was later revised | 
three years later sold PI to Mr.|and news was subordinated to| 


Ads Lack Magic 
of Understanding, 
Says Bea Adams 


Sr. Louris, July 12—Customers 
\for the nation’s products are as 
much “bothered and bewildered” 
as they are bewitched by today’s 
advertising, Bea Adams, vp and 
television creative director of 
Gardner Advertising Co., told 
members of the St. Louis Sales 
Executive Assn. at a luncheon 
meeting today. 

“They are bothered and be- 
wildered because they don’t un- 
derstand what all the shouting’s 
about; and they’re not bewitched 
enough to care,” she said. “They’re 
not bewitched because, although 
products boast of magic ingredi- 
ents, in most of the advertising the 
Magic Ingredient is missing—miss- 
ing—missing.” 

Miss Adams pointed out the im- 
portance of research, which “can 
tell you what the playback is, what 
clicks, what doesn’t, what people 
think of your product and competi- 
tive products, of your advertising 
jand competitive advertising. Re- 
search can be as revealing as open- 
ing a Fibber McGee closet; as ex- 
citing as an All-Star baseball 
game, and as unpredictable. But 
it cannot just hand you—all neatly 
labeled with directions for use— 
the Magic Ingredient that can make 
advertising walk instead of limp, 
run instead of walk, fly instead of 
run,” she said. 


# “In my books, understanding is 
the Magic Ingredient,” she con- 
tinued. “The kind of understanding 
that enables you to ‘get through’ to 
another human being. No one can 
just hand this to you. It has to 
Start, it seems to me, with a driv- 
ing desire to understand other hu- 
man beings. And our leanings are 
in the opposite direction. We are 
much more concerned about being 
understood than about understand- 
ing. 

“The Magic Ingredient is worth 
stopping for, looking for, listening 
for. It’s the human understanding 
that enables you to pick, with 
|patience and perception, the most 
meaningful words, the most telling 
pictures,” she told the group. 
\“Words that have meanings be- 
yond the dictionary definition. 
| Words that, by their very shape 
|and sound and association and use, 
|dig in and stir up the emotions. 
| Pictures that do more than show a 
|product in use. Pictures that get 
|through to the heart of a custom- 
er. 


s “Emotions are fanned by simple 
things. By a mother kissing away 
a hurt. By the rhythm of a beating 
spoon against a bowl. By the sound 
of a train whistle ’way off in the 
distance. By a man running his 
hand caressingly along the shiny 
fender of his brand new car,” Miss 
Adams said. 

“Take a look at today’s adver- 
tising—a good, long look. It ought 
to make you feel great. Not be- 
cause the advertising is so great, 
but because the opportunity is. See 
for yourself how much of today’s 
advertising misses the emotional 
pull. Look at the people in the ads, 
the commercials. Then look at real 
people, the $64,000 people. Isn’t 
the difference somewhat startling? 
Listen to some of the announcers 
turn your warm phrases into sticks 
of wood—as he addresses the un- 
seen audience as though he were 
jon a podium addressing the multi- 
tudes. Unaware that the most 
|crowded community, the biggest 
|network, finally breaks down to 
lone lonely human being with the 
}same thirst as we have for love, 
understanding, praise, recognition. 
|The Magic Ingredient,” she con- 
\cluded, # 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


per line. Add two lines for box number. 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


spaces per line; upper & lower case 40 
Closing deadline: Copy in written form 


36,916 


HELP WANTED 


WRITER, ASS’T TO SALES PROM. MGR. 
Young man with writing and layout ex- 
perience to publish merchandising news- 
papers, handle publicity and assist sales 
promotion manager for large Chicago 
food company. State salary requirements 
in resume, attach photo. 
Box 9733, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MOLENE 
‘ Public Relations 
Copywriters . Adytg. Managers 
Artists .....Media ......Production ......5ervice 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 


PUBLIC RELATIONS - AD ASSISTANT 

Young woman public relations or adver- 
tising beginner who likes to write and 
wants to enjoy life in Wonderful Wis- 
consin. Train for publication work, pub- 
lic relations, sales promotion, advertising, 
with fire-casualty company experiencing 
rapid growth. Progressive training pro- 
ram to help you to success. 

HOME MUTUAL INSURANCE COMPANY 
APPLETON, WISCONSIN 
AGGRESSIVE - young (26-32) space 
salesman to work under Mid-West man- 
ager on four business publications. Sal- 
ary $500-$600 per month with participa- 
tion in territory increases. Call or send 
resume to Mr. Tom Clifford, Diesel Pub- 
lications, Inc., 360 No. Michigan Ave., 
Chicago 1, Ill. Phone Franklin 2-7872 

after 5 LU 2-2710 

SALES ADVERTISING COPYWRITER 
$15,000.00 YEARLY, PLUS BONUS 

Hard hitting sales copywriter to create 
and write advertising and sales cam- 
paigns. Staff of two. Copy assistant, one 
full time artist. Prefer man with ten 
years or more experience. Company is 
specialty laundry and dry cleaning equip- 
ment manufacturer, long’ established 
growth concern. Send complete resume 
including previous earnings to: D. " 
Freeman, President, BISHOP DAVID 
FREEMAN CO., 1600 Foster St., Evans- 
ton, Ill. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 
ASSISTANT ART DIRECTOR 
For leading agency located in Midwest. 
Must be creative layout man with sound 
agency background. Excellent working 
and living conditions with above average 

salary for this area. Send resume to: 
Box 9729, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 Se. State St., Ha 7-1991 Chicago 
ARTISTS required by Peoria, Hlinois of- 
fice of national advertising agency. Ex- 
cellent opportunities for 
pleasant working conditions in city of 
210,000 pop. with good residential avail- 
abilities, fine schools, etc. Vacancies now 
for artist experienced layout and finished 
art: also art assistant for layout render- 
ing and pasteup. Write with details 
Box 9730, ADVERTISING AGE 
200 E. Tlinois St., Chicago 11, Illinois 


Editors 


advancement: | ing in the Youth field, with an 


EASTERN ADVERTISING 
REPRESENTATIVE 


for group of food trade 
publications 


Must have exper. in space sales. 
Must be acquainted with food 
manufacturers, product and ad- 
vertising managers and AD Agen- 
cies. If you're the right man to 
represent these well-known, es- 
tablished publications there are 
possibilities for unlimited earn- 
ings. In replying send resume of 
background and qualifications. 


Box 671, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| TEADING SPECIALIZED AGRICULTUR- 


|AL PUBLISHER, expanding staff, has 
opening for aggressive space salesman. | 
Position requires 50% of time in travel in| 
three mid-west states. Excellent oppor- 
tunity to take over an impressive volume 
of business and expand its development. | 
Salary, expenses, profit-sharing, and oth- 
er fringe benefits. Send complete resume 
to: E. E. Ruther, Watt Publishing Co. | 
Mount Morris, Illinois 
CIRCULATION MANAGER 
In charge of the circulation of controlled 
circulation monthly and a paid weekly 
plus IBM reader service. Successful ex- 
perience in paid circulation promotion is 
necessary. Write Circulation Manager, 19 
East 62nd Street, New York 21, N.Y. 
A large eastern metropolitan newspaper 
needs an Assistant Pr ti Manager. 
The man for this job should be strong on 
copy, layout and ideas. He should know 
how and where to compile market data 
and information. He should be an all- 
around promotion man who can work 
with people. Salary $150 to $165 to start. 
All the benefits plus a really excellent 
opportunity on one of America’s most 
respected newspaper. Write: 
Box 9731, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PREFER NEWSPAPER WORK? 
Young, aggressive, experienced display 
salesman wanted by rapidly expanding 
N.J. daily in N.Y. metropolitan area. 
Exceptional opportunity for live-wire 
salesman. Salary and bonus. Liberal 
fringe benefits. Reply to 
Box 9732, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
stating experience and salary require- | 
ment. Mention references. | 
WANTED: EXPERIENCED WRITER 
Major manufacturer of pharmaceutics 
and biologics for the poultry industry 
has a challenging job for a mature writ- 
er. He must be a sound reporter—careful | 
in handling facts and skillful in commu-| 
nicating them. Work consists of prepar- | 
ing information pieces for the feed in- | 
dustry plus consumer literature on dis- 
ease control. Company offers pleasant 
work conditions, progressive benefits. 
Location: Midwestern community of 10,- 
000—ideal for family living. If you are 
qualified, write a complete letter about 
yourself, stating salary requirements. 
Box 9738, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Creative Selling: The Chicago office of a 
publisher of magazines for Youth has an 
opening for a space salesman, preferably | 
from 25 te 35, with some previous expe- 
rience, who wants a greater opportunity. | 
This job requires imagination, and a cre- | 
ative approach to selling. The opportu-| 
nity is commensurate with ability. The | 
| publisher is the largest and fastest-grow- | 


excellent | 


reputation. If you are interested in grow- | 

ing with us, write to: | 
Box 9741, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois | 

' 


Fine, Fast, Fairly Priced Photography 


pics 


photegraphers 
CEARBORN 2-1062 
167 N. LaAGALLE, CHICAGO 1LLING!S 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ‘inne 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Art @ Office 
ic Re s 
Please write briefly outlining your 
specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 


MU 9-2630 


@ Copy 
Publi 


ADVERTISING | 


Major industrial advertiser has opportunity for young man 
on way up to match his growth with a fast growing, pro- 
gressive metals manufacturer. Should have solid experience 
in handling printing production, coordinating direct mail 
and distribution. Know media and be able to get things done. 


Ideal working and living 
in Southern Connecticut. 
Send resume including salary needs to: 


BOX 668 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Assistant 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


TO A MANUFACTURER in Agricultural, 
Industrial or Sporting Goods field 
Here’s a man whose 15 yrs. experience in 
creative planning, ar: and production are 
now available to you. He’s served as idea 
man, acct. contact and art dr. on direct 
mail, catalogues, house organs, merchan- 
dising kits, sales presentations, annual 
reports, mag. and newspaper adv. A 
sound background with manufacturer 
and 4-A agency in 


own art and production dept. or to head 
existing group. He's creative-minded, am- 
bitious. A family man ready to relocate, 
wants to get settled before fall school 
term. Now available for interview. 
Box 9734, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED: TOP AD and/or PR JOB 
Experienced in grow ‘h industrial situation 
—want more of same. 
Like challenge, variety, 
with matching authority. 
Need change of work environment—prefer 
N.Y., NJ., or Pa. 

Late 30's, 15 years plus from copy cub 
to P.R. Manager, staff & line. 
Ready for $20-M job 
Box 9735, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

INDUSTRIAL SPACE SALESMAN 
Twenty years experience; presently em- 
ployed; proven ability; excellent agency 
and industrial contacts Eastern territory. 

Box 9736, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
HEARD ABOUT THOSE 
CONTACT LENS FOR COPYWRITERS? 


responsibility— 


Yeah—just slip ‘em on, look at a blank 
page, and all of a sudden you have a 
completely fresh, original view of what- 
ever product or promotion or publicity 
you happen to be working on. Greatest 


south and midwest. | 
This is just the man to organize your | 


PUBLISHER'S REPRESENTATIVE 
FOR NEW ENGLAND STATES 
Industrial advertisers and their agencies 
in this key area regularly covered by ex- 
perienced representative, who can handle 

one or two additional publications. 
Walter J. Masterson, Jr. 
Essex, Conn. SOuth 7-1838 


onda BUSINESS OPPORTUNITIES 
Wanted ....... free lance copywriter or art- 
ist te share modern facilities. Complete 
privacy, telephone service with prestige 
address on North Wacker Drive. $60.00 a 
month. Phone CEntral 6-4912-Chgo. 
SMALL AGENCY 
Let’s pool overhead to increase profit, 
and merge if advisable. We are a reputa- 
ble Chicago agency with full recogni- 
tion and high credit standing. Billings in 
excess of $600,000. Let's see if a satisfac- 
tory arrangement can be made. Write 
Box 9742, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


Turn te page 40—July Issue—‘“‘Successful 
Farming” to see the latest farm animals 
im seratchboard by John Andrews, 1504 


| Dedge Street, Omaha 2, Nebraska. 


AGENCY PARTNER WANTED 
Outstanding advertising can be sup- 
plied in low-cost skeleton beginning 
agency operation by creative writer, 
major experience on leading accounts; 
cosmetics, foods, fashion and others. 
Facilities for excellent art treatments, 
ete. Partner with $100,000 or more in 
business and ability to get and man- 
age accounts wanted. 

ADVERTISING AGE 


things ever. Make everything look clear | 
and bright and—selling. And that’s the 


way the copy comes out. 


Well, no, I don’t know where they sell 
‘em. Well, no, I don’t really know for sure 
if any other copywriter has them, 
some must have, whether they know it 
or not, because of the great way they 
— copy. Probably have a pair your- 
self. 


but | 


Well, no, I can’t let your copywriters use | 


mine, because they're a very personal 
thing—but I'll tell you what I CAN do. 
Because I happen to be lucky enough to 
have my own copywriter’s contact lens, 


I'll be glad to write copy FOR you. Yeah, | 


They work. Believe me. Did for a big 
network, and a big, smart consumer mag- 
azine, as well as others too expensive to 
mention here in print. They'll work for a 
big agency or pr firm—do a good job for 
you, too, 


Sure, be glad to bring ‘em over, as well 
as resume and results ... that is if 
you're located in Chicago 
Box 9739, ADVERTISING AGE 
200 E. Illinois St., Chicago 1,, Illinois 
ADVERTISING & PUBLIC RELATIONS 
EXECUTIVE EXTRAORDINARY 
NEW BUSINESS GETTER - CREATIVE 
& PROFESSIONAL - ADMINISTRATOR. 
Box 9740, Advertising AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 
Chicage representative wanted. Nation- 
ally known multiple business magazine 
publisher has opening in Chicago terri- 
tory for representative to handle two of 
its successful publications. Experienced 
man under 40 acquainted with industrial 
accounts and agencies preferred. Sub- 
stantial salary, expenses and generous 
bonus arrangement. Chicago office and 
secretary provided. Write 

Box 9737, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

New Method of Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 
ful Color-Fast Service. Short run cata- 
logues our specialty, Skokie Colorgraph, 
Inc., Merton Grove, Ul. ORchard 4-7400— 
Representatives Wanted. 


BEST DEAL IN TOWN 
FOR ACCOUNT MAN 


with some billing 

Fast growing, financially sound 
agency has unusually attrac- 
tive offer for aggressive ac- 
count man or l-man agency 
operator who is presently 
stymied. 
Box 678 ADVERTSING AGE 

200 E. Illinois St., 

Chicago 11, Illinois 


TUNITY F AGGRESSIVE AG 
THAT WOULD LIKE TO EXPAND WITH A 
READY-MADE BRANCH OR DIVISION 


This small, but highly productive, estab- 
lished New Jersey Industrial agency wants 
to become a branch or division of a 
larger, but equally aggressive, sales- 
minded agency 

We are long on experience, abilities, 
facilities, but short on cash and certain 
key specialists needed to go after the 
bigger ones and grow. Strong on planning 
and producing industrial space, collateral 
materials, complete 1— + we are 
completely equipped to handle all phases 
of planning, copy, art, and production, 
photography, retouching, and then some. 
Located but 20 minutes from Times Square 
and convenient to all New Jersey, we're 
a high production shop operating at con- 
trolied tow production cost. With our 
unique and effective marketing concept, 
backed by a complete, new business 
getting plan, we seek a merger or other 
arrangement to better capitalize on our 
abilities and facilities and broaden our 
fields of operation. We offer an excep- 
tional opportunity to some aggressive, 
sales-minded agency who like ourselves, 
wants to expand 

We are interested in an arrangement or 
merger which we can easily prove can 
be mutually profitable and calls for but 
@ minimum or possibly no cash invest- 


ment. 
Box 677 ADVERTISING AGE 


| 


| 


| 


St., Chicago 11, Illinois 


Advertising Age, July 15, 1957 


Highly Creative 
SENIOR COPYWRITER 


Can supply original ideas and de- 
velopments in advertising and mar- 
keting of advanced type. Work so far 
has been productive of major in- 
creases or multiplications of sales 
during its use on top cosmetic and 
food accounts. Also shoes and others 
Recent, not current, agency offer 
for services at $25,000. New York, 
Chicago exp. 
Box 673 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


WILL GET RESULTS 


Our 46th Year 
WOMAN COPYWRITER 
COPY, indust. 
ASST. ADV. & 


; $13-$15M 
Genera . to 
SiS. PROM. MG 
Soft drink co 
CATALOG PROD. MGR. 
ADV. MGR., indust. div 
Prod., publicity, collat 
ASST. te ADV. MGR 
House organ, collateral, etc 


GLADER CORPORATION 


Den Harris, Dir., Adv. Div., 
110S Dearborn CE 6-5353 Chicago 


WASHINGTON CORRESPONDENT 


Ten years free-lance experience. Knows 
all ins and outs of coverage for news- 
papers, trade papers. Can handle one 
more, Also ideal confidential ‘‘Washington 
listening post’’ for trade association, com- 
pany. Experienced, capable public rela- 
tions counsel, campaign planning on per- 
manent retainer or individual assignment. 
Box 667, Advertising Age, 480 Lexington 
Ave., New York 17, N. ¥ 


SALESMAN WANTED 


Experienced or trainee for large 
N.Y.C. phote engraving plant, excel- 
lent opportunity. Write Box 175, 
Newmark's Advertising Agency, 
1457 Broadway, New York 36, N.Y. 


NEEDED IMMEDIATELY! 
ACCOUNT EXECUTIVE to $15,000 
Strong B/G in farm 
equipment and implements. 
Good plans and copy. 
ADVERTISING MGR. 
B/G in Tape Recorders 
& Musical reproducing 
instruments. West Coast 
location. 
For these and other openings, 
Contact— 
George E. Pyikas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St Chicago WA 2-4800 


$12,000 


ADVERTISING 
PUBLIC RELATIONS MANAGER 


Downtown Chicago bank will appoint 
its first advertising-public relations 
manager. He will work with agency in 
formulating promotion plans, write 
publicity, direct public relations pro- 
gram. Financial experience not essen- 
tial. Good salary. Write fully. No 
samples. Box 669, Advertising Age, 
200 E. Illinois St., Chicago 11, flinois. 


AVAILABLE AS 
DETROIT REPRESENTATIVE 


20 years experience in agency work, 
sales promotion and graphics. Native 
Detroiter with top-flight connections 
in this area. A seasoned executive 
sales-contact man with proved ability. 
Married, family, age 43. Excellent 
business and personal references. 
Interested only in representing estab- 
lished reputable firm. Write — 


Box 676 Advertising Age 
200 E. Illinois St., Chicago 11, Iilinois 


DIVISIONAL ADVERTISING MANAGER 
Good spot with a national manufac- 
turer in Chicago of industrial items 
as Advertising Manager of the Indus- 
trial Division. — or advertis- 
ing degree helpful. Minimum two 
years experience in Industrial Adver- 
tising required. Company growth 
sound with potential for advancement. 
You will report to the Marketing Di- 
rector and be expected to make cre- 
ative contributions and follow through 
in all phases with agency and service 
sources. Salary range to $7,000. Send 
complete resume in first letter. 

Box 670, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iilinois 


SALES EXECUTIVE 
20 years of merchandising and ad- 
vertising experience in television, 
radio, vacuum cleaners and white 
goods at wholesale and manufac- 
turing levels. 
Would prefer to use background 
and experience in field other than 
major appliances. 

Box 674 Advertising Art 
200 E. Illinois, Chicago 11, Illinois 


CALIFORNIA AGENCY 
NEEDS PARTNER 


$500,000 billing. Substantial increase in 
sight. Rewarding opportunity for man 
in 30's having solid agency experience 
& real earning record. Character & 
performance references subject to close 
mutual scrutiny. $12,000 cash investment. 
Box 657 Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

appointment on 
at. MADISON - SUITE + 
CHICAGO 2, ILL. 
CEntrel 6-5670 


WELL FINANCED N.Y. CITY 

PUBLISHER'S REPRESENTATIVE 

Seeks New Association. 

e 20 years successful operation with one 
publisher, America’s leading trade jour- 
nal in its field. 

© Finest trade and personal references. 

© Will handie only one publication or one 
group 

Box 675 Advertising Age 


MAGAZINES WANTED 


WE ARE INTERESTED 
IN ACQUIRING 
MAGAZINE PROPERTIES 


BUSINESS * DIRECTORIES 
NEWSSTAND * CONSUMER 
CATALOGUE 


ALL REPLIES STRICTLY 
CONFIDENTIAL 
B. G. DAVIS, PRES. 
c/o ZIFF-DAVIS PUBLISHING CO. 
366 MADISON AVENUE 
NEW YORK 17, N. Y. 


480 Lexington Ave., New York 17, NY 


480 Lexington Ave., New York 17, N.Y. 
\ — 


DRAKE PERSONNEL 


Confidential — Rapid — Nationwide 


ASST. TO V.P. OF MARKETING — 
26-32. College Degree. 2-3 
years exp. in sales promotion 
—some knowledge of Market 
Research (exp. not neces- 
sary). Free to do some travel. 
This will lead to top mgt. Exp. 
in either Consumer or Indus- 
trial products will qualify. 
$7,500-11,000 plus bonus 
and profit sharing. 

B. L. CLEM 
220 S. State - Chicago - HA 7-8600 
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Advertising Age, July 15, 1957 


Nielsen Radio 
Two Weeks Ending June 8, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen-Total in-Home Audience‘ 
Current 
Rank Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Jack Benny (Lucky Strike, CBS) 
Gunsmoke (General Mills, Sum., CBS) ..........ccccccccceccseneeeneenes 
Gunsmoke (General Foods, Sun., CBS) 
Telephone Hour (Bell Telephone, NBC) 
Our Miss Brooks (General Foods, CBS) 
Gunsmoke (Pontiac, Sun., CBS) 
Our Miss Brooks (Lorillard, CBS) 
Robert Trout-News (Chevrolet, CBS) 


ov@no UA WN — 


Counter-Spy (Participating, MBS) ..........cscssssrsrssersesssressersscssssessssesosense 
True Detective Mysteries (Participating, MBS) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
1 News of the World (Miles Labs., NBC) 
2 One Man’s Family (Participating, NBC) 
3 Lowell Thomas (Delco Batteries, CBS) 


Purchase price will not be dis- 
closed until FCC approval of the 
sale has been received. 


Katz Agency Adds Two 
Winslow E. Uebel, formerly of 
the sales promotion and research | 
staff of NBC in Chicago, and Gor- 
don Gray Jr., formerly with NBC- | 
TV cooperative program sales, | 
have been appointed to the radio | 
sales staff of Katz Agency, radio- 


. 1 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) (819) 
1 Helen Trent (Scott, second half, Mon. & Thurs., CBS) ..........0..600. 1,396 
2 Young Dr. Malone (Lever, second half, CBS) 

3 Soa I I, Th isd csesihilnlnccentencsnintictenindniirtbend 

4 Ma Perkins (Lipton, second half, CBS) .............666cccccccsceseneeeeesnee 

5 Helen Trent (Lever, first half, CBS) ...................... 

6 Our Gal Sunday (Colgate, first half, CBS) P 

7 Young Dr. Malone (Scott, first half, Thurs. & Fri., CBS) ........ccccccccceeeees 1,252 

8 Ma Perkins (Scott, second half, second week, Tues. & Wed., CBS) 1,252 

9 Nora Drake (Scott, second half, Tues. & Thurs., CBS) ..........60000 1,204 

10 Arthur Godfrey (Mutual Benefit, first week, Tues. & Fri., second week, 
AE ER Neer Tent MIRE ok SURE mee YAP MEE 1,156 

DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (385) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) oo...occccccccccccecesseseeeeneeeevenee 1,252 
2 Johnny Dollar (Lorillard, CBS) ...........0-ccccemee Sisplidihesuandeviaintiyliiddretinibian 915 
3 Longines Symphonette (Longines-Witnaver, CBS) ............:ccsseeennereenee 867 

DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (482) 

Gunsmoke (General Mills, CBS) ..................... 1,252 

2 Gunsmoke (General Foods, CBS) ....... as tla tecienbilididtoeniatdiieiadiniabeidaiutielvetiali 1,252 

3 You Bet Your Life (DeSoto-Plymouth, NBC) ........cccccccccsseeseeseeeenenseenenne 963 


*Number of homes reached is based on 48,150,000, the estimated July 1, 1957, total 


U. S. radio homes. 


+Homes reached during all or any part of the program, except for homes listening only 
one to five minutes. For a program of less than 10-minute duration, homes listening one 


minute or more are included. 


ever had... 


He plons ond 


where they ley 


SALES DISPLAY FOR EVERY TYPE OF PRODUCT 


ADVERTISING 
METAL DISPLAY CO> 
Complete Design & Engineering & Volume Production Focilitres 


EVERY TYPE OF 


Perhaps he already 
works for you. . . 
If not, meet A. M. Deeco 
the best sale closer 


@ sales manager 


produces metal displays 


to get those sales 


those dollars down . . . 
at the point-of-purchase 


coll or write A. M. Deeco 


DISPENSE + SERVICE + IDENTIFY 


DEMONSTRATE 


DISPLAY 


THEY 


HICAGO SO - 4619 W. NINETEENTH ST. - BISHOP 2.1242 - NEW YORK 10+ 2 £ TWENTY THIRD ST - ALGONQUIN 4.1295 


tv station representative. Mr. Ue- 
bel will work in the Los Angeles 
office; Mr. Gray will work from 
New York. 


‘Tele-Tech’ Boosts Rates 

Electronic Industries & Tele- 
Tech, Philadelphia, has increased | 
its general rates from $640 a page, 
for fewer than three pages, to $735, 
effective in September. There will 
be no increase in color or bleed 
rates or rates in the “Electronic 
Operations Section.” 


KOVR Buyers Limit Signal 
Area, Affiliate with ABC 

_ Hudson 
Corp., Albany, N. Y., has pur- 
chased KOVR, San Francisco, and 
has moved the station’s transmit- 
ter so that the signal will be lim- 
ited to the Sacramento-Stockton 
area. The move enables the sta- 
tion to join ABC as a full-fledged 
affiliate. This was 
while the signal competed in San 
Francisco with KGO-TV, an ABC 


Valley Broadcasting 


impossible 


| 


R EACH More Families 


with more time to read 


YOUR message! 


If you want SATURATION in the great 8-county, Western 
New York Market, the Sunday Courier-Express is your 
newspaper. It’s the state’s largest outside of Manhattan 
—your most potent sales force in blanketing the terri- 
tory’s 491,300 families. And it reaches them on Sunday 
when they have more time — more opportunities to 
read and react to your advertising. 

Or if Economy is your dish—if you want greater 
spender impact and more advertising for your dollar 
concentrated on those with more dollars to spend, use 
the Morning Courier-Express. It reaches the best 45% 
of the families in ABC Buffalo— nearly 1/3 of all fami- 
lies in the 8 Western New York Counties. 


ROP COLOR evailable daily and Sunday 


Member: Metro Sundoy Comics and 
Sundoy Mogazine Networks 


Buffalo 


COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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SUBSCRIPTION 


Ad Age gives 
him worthwhile 
ideas 


Says R. D. HIRSCHBOECK 
General Sales Manager 
Theo. Hamm Brewing Co. 


San Francisco 


“Have you,” asks Mr. Hirschboeck, 
“ever set a magazine or trade paper 
on the bookcase in your office, say- 
ing: “There’s an interesting story I 
must read when I have time?’ ” 
“Not so with my Advertising Age 
anymore—no, sir! I’ve learned long 
ago to stop scanning and start read- 
ing AD AGE. So I’ve been having 
my Advertising Age mailed directly 
to my home. 

“The results have always been 
1000% in my favor. I read Ad Age 
when I am relaxed, unhurried, and 
the payoff is that I’ve taken some 
real worthwhile ideas back to my 


TRIAL 


Home or 


City ai 


MAIL THIS ! 
COUPON FOR Bee 
! Company 

| 


Cj $3 enclosed pr 


desk the next day. One of these ideas 
—this year—has become the nucleus 
of a year-round merchandising pro- 
gram. 


“I find the up-to-date news and spe- 
cial features of Ad Age stimulating 
to my thinking—at home, where I 
have time to be stimulated.” 


READ AD AGE AT HOME 


Why don’t you, like Mr. Hirschboeck, 
read Ad Age at home—where you'll have 
time to be stimulated? For a mere $3 
you may have 52 idea-packed issues— 
which comes to less than 6¢ a week! Mail 
the coupon NOW—for guaranteed satis- 
faction. 


Advertising Age, 


200 East Illinois Street, Chicago 11, Illinois 


Here is my order for a year’s (52 issues) service of Advertis 
Age. Anytime I am not satisfied, my money wil! be refund 


speseensteaseihiennansiatenigiasnertemmentenstntiinattsinasuesincn 


Nature of business 


LJ) business address. 
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Ryerson Moves 
to Buchen Agency 


(Continued from Page 1) 
with extensive industrial advertis- 
ing experience and capacities, plus | 
a desire for extensive new market | 
and advertising research. 

Buchen’s initial job, according to 
Mr. Bennett, will be a complete re- 
examination of Ryerson’s market 
and media picture. The company 
also wants a completely new ap- 
praisal of its advertising appeal 
needs, he added. 

Buchen has appointed Arthur E. 
Petersen account supervisor on 
Ryerson and named Seth Jewel as 
account executive. 


= Ryerson was the last big account 
left in the C&H shop here since the 
loss this spring of Prudential In- 
surance Co. (along with Berlitz 
School of Languages and a troup of 
C&H personnel) to the new Reach, 
McClinton agency (AA, March 18). 

The accounts still in the shop are 
Marshall Field & Co., Mid-Ameri- 
can National Bank, MusiCraft, Pyle 
National Co., Rand McNally & Co. 
and the State Street Council, all of 
Chicago, plus David White Co., 
Milwaukee, photographic equip- 
ment manufacturer, Total billing of 
these accounts is probably between 
$350,000 and $400,000. 

Loss of the Ryerson account will 
not have any serious effects on the 
C&H shop here, according to 
George Bogart, vp and general 
manager of the Chicago office. He 
also told ADVERTISING AGE today 
that new client prospects are “ex- 
cellent.” # 


700,000 Visit 
Chicagoland Fair 
During 17-Day Stand 


Cuicaco, July 12—The Chicago- 
land Fair, which closes here Sun- 
day after a 17-day stand, has 
scored a major success for its 
sponsor, the Chicago Assn. of Com- 
merce & Industry, judging by at- 
tendance figures, 

More than 550,000 people (at 90¢ 
a head) already have visited the 
exhibition at Navy Pier, and the 
likelihood is this figure will hit 
about 700,000 by closing time Sun- 
day. This would be 200,000 more 
than anticipated (AA, July 1). 

The turn-out has meant heavy 
traffic for the more than 200 ad- 
vertisers exhibiting at the show 
who vied with free entertainment | 
for the public’s attention. 

The outstanding sales success of 
the fair was racked up by Polk 
Bros. Polk took orders for more 
than 400 vibrating chairs. Allstate 
Insurance also believes they'll sell 
at least 4,000 policies of various 
sorts on the basis of leads gained 


at the fair. 


® Among the exhibitors were a 
number of non-commercial dis- 
plays by governmental agencies or 
civic organizations that bore the 
burden of conveying the central 
theme of the fair—the economic 
and industrial advantages and 
prospects of the Chicago metropol- 
itan area, particularly from the in- 
dividual employment standpoint. 

Ultimate purpose of the fair, ac- 
cording to its director, Richard 
Revnes, is to attract more labor to 
the Chicago area to meet needs ex- 
pected to result from the St. Law- 
rence seaway project and other re- 
gional developments. + 


Durstine Names Becker 
Roy S. Durstine Inc., San Fran- 
cisco, has appointed Fred Becker 


an account executive and radio- 
tv director. He formerly was a 
partner in Becker, Umland & 


Eastman, now defunct. 


Client Erred in Firing Us: We Were Doing 


Just Great, Agency's Press Release Explains 


PorTLAND, Ore., July 11— H. 
Richard Seller Advertising issued 
a press release this week strongly 
criticizing the management, in- 
cluding the advertising director, 
of a former client, White Stag 
Mfg. Corp. Seller lost the account 
earlier this week. 

C. L. Baum, vp of sales and pro- 
motion, principal target of the re- 
lease, declined to comment when 
contacted by ApverTisinc AGg. “I 
wouldn’t dignify the release with 
a comment,” Mr. Baum said. He 
added that White Stag will name 
a new agency July 15. The com- 
pany makes clothes for men, wom- 
en and girls. 


® “The termination came without 
warning after one year’s tenure 
on the account, and doubtlessly 
has resulted from basic disagree- 
ments between the agency and 
client in the policies and func- 
tions of advertising and merchan- 
dising,”’ the release said. 

“History of White Stag’s adver- 
tising endeavors suggests. that 
this conflict has been basic be- 
tween other agencies and the com- 
pany. During the past five years, 
under the advertising and sales 
guidance of C. L. Baum, the com- 
pany is now with its fifth adver- 
tising agency, and it now has its 
fifth advertising assistant. 


= “An apparent confusion of ex- 
ecutive leadership within the 
White Stag organization further 
complicated the task of executing 
what the agency considered to be 


5 Canadian Stations 
Violated Ad Limit 
Rule, Study Finds 


Ortawa, July 11—A study of ten 
privately owned radio stations by 
the Royal Commission on Broad- 
casting reveals that five of them 
failed to obey rules designed to 
protect listeners from flagrant and 
excessive advertising content. 

The rules limit the advertising in 
a 15-minute period to five spot 
announcements with a four-min- 
ute total time limit. 

The study found CKEY, Toronto, 
made ten spot announcements with 
a total duration of more than eight 
minutes in one 15-minute period, 
or more than 100% more than reg- 
ulations permit. 


® It also found that CKPR, Fort 
William, Ont., got 70% over the 
allowance. 

Three other radio stations were 
found to be violators, but not in 
a regular or extreme way. They 
are CKOY, Ottawa; CFNB, Fred- 
ericton, N.B., and CFCN, Calgary. 
All CBC and French stations 


checked apparently were living up| 
to the rules, 


— 
aoa 


ja sound program for the company.” 
| The agency blamed a “survey 
|in depth” that it conducted re- 
|cently for White Stag as a “con- 
| tributing factor to the sudden sev- 
erance.” 


s “It is quite possible that con- 
clusions drawn from the survey, 
with resultant recommendations 
by the agency, were in such con- 
trast with White Stag’s tradition- 
al pattern of planning that the 
company felt there was an in- 
surmountable incompatability be- 
tween the company and the agen- 
cy. 
“Since Mr. Baum preferred to 
present the report to White Stag 
executives, rather than let the 
agency make the presentation and 
evaluation, this is only a conjec- 
ture—but, we believe, a pertinent 
one,” the agency said. 

Seller added that magazine cam- 
paigns that it conducted for White 
Stag this year “have been ac- 
claimed as some of the finest ever 
undertaken in the industry.” Sell- 
er replaced Roy S. Durstine Inc., 
San Francisco, as the agency last 
year. # 


‘Bride & Home’ May 
Go Monthly in 1958 


New York, July 11—The re- 


may: go monthly some time next 
year. 

E. Mitchell Napier, advertis- 
ing manager of the quarterly, said 
that if the fine reception “for the 
magazine continues from adver- 
tisers and agencies the book may 
go monthly during the last half 
of 1958.” 

Mr. Napier said the magazine’s 
market lies between the audiences 


Homemakers and is geared to an 
audience of young women from 
the time of their engagement 
through their first year of mar- 
riage, 


® Bride & Home, which was for- 
merly a supplement of House 
Beautiful, is now a separate pub- 
lication of Hearst Magazines (AA, 
Feb. 18). A b&w page is $1,400 
and four-color is $2,000. 

Two additions have been made 
to the publication’s sales staff: 
Ken Fredericks, formerly with 
Lovell & Covel, and Anne Morri- 
son, formerly with Ziff-Davis’ 
Modern Bride. 

Bride & Home, whose third edi- 
|tion appears this week, has a cir- 
culation guarantee of 125,000. 
Newsstand sales account for 90,- 
000 of its present circulation. 

William M. Fine, formerly gen- 
eral manager of McCall’s West 
Coast office, is publisher; Pat 
Guinan, formerly with House 
| Beautiful, is editor. # 


cently introduced Bride & Home| 


of Seventeen and Living for Young | 


CHICAGO DAILY NEWS 


HONESTLY 


PLEDGE—Car dealers who advertise 
in the Chicago Daily News will use 
this emblem to signify that they 
abide by the News’ “Honestly Ad- 
vertised Car Code” (AA, July 1). 


Jergens Co. Narrows 
Search for Agency 
to ‘About a Handful’ 


(Continued from Page 1) 
because the client wanted a “large 
metropolitan agency.” 

The Stockton, West relationship 
to Jergens is a most unusual agen- 
cy-client relationship. Mr. Nelson 
is the agency president and the son 
of Jergens’ exec vp and treasurer 
and, along with Mr. Hausberg, is 
entrusted with finding a new agen- 
cy. He was interested in purchasing 
the Robert Orr shop some time ago 
but could not get support among 
the agency’s other stockholders. 
Mr. Nelson has since strongly de- 
nied reports that he would resign 
from Stockton, West, Burkhart and 
would join whatever agency gets 
the Jergens account. 

An unconfirmed report here had 
it that a new agency might be 
formed to handle the account. + 


Bruce Barton Is 
Improving After 
Stroke, Doctor Says 


New York, July 12—Bruce Bar- 
ton, 70-year-old chairman of Bat- 
ten, Barton, Durstine & Osborn, 
who suffered a slight stroke last 
week, is “coming along nicely,” the 
agency said today. Mr. Barton’s 
physician said he was “pleased 
with his progress.” 

Mr. Barton had completed a 
business trip to the Midwest, ar- 
riving in New York with what was 
first thought to be a case of ex- 
haustion. The stroke affected his 
left foot with temporary paralysis. 
He is expected to recover fully. 

Last December, Ben Duffy, pres- 
ident of BBDO, suffered a cerebral 
be geagy « while on a Midwest 
|trip. Mr. Duffy made his first ap- 
|pearance at an agency function 
several weeks ago when he at- 
tended an annual BBDO outing at 
| the Westchester Country Club. # 


Grey Moves in S.F. 

Grey Advertising Agency, San 
Francisco, has moved to new 
quarters at 235 Montgomery St. 


Hooker Grant Girard 


Adams 
TF SESSION—The Chicago tf Club’s new board of di- 
rectors meets to plan the coming season’s activities. 
Shown here are Robert Houts, Mechanization, presi- 
dent; Bob Shea, Public Works Journal Corp., 1st vp; 
Clif Hooker, Thomas Publishing Co., 2nd vp; Stan 

|Girard, Tool Engineer, 3rd vp; and directors Roy 


Houts Piersen 


shown is 


Packard 
Adams, Institutions Magazine; George Grant, Pit & 
Quarry Publications; Robert Piersen, Hubner Pub- 
lications; Murray Packard, Advertising Publications, | 
and Griff Williams, Haywood Publishing Co. Not 
William 
Equipment, secretary-treasurer. 


Williams Shea 


Dannhausen, Gas Industries 
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Eastman Got CBS-TV 
Sullivan Buy by 
Being There First 


New York, July 12—How did 
Eastman Kodak Co., an advertiser 
who has never patronized that 
network previously, manage to 
sew up the buy-of-the-year on 
CBS Television? 

This question has puzzled tv 
dopesters ever since Eastman 
waltzed off with the alternate 
week vacancy on the high-rating 
“Ed Sullivan Show” a few weeks 
ago (AA, June 24). Mercury cuts 
back to alternate weeks on this 
variety telecast in the fall and 
Lincoln drops out completely. 


® To find out how CBS selected a 
new co-sponsor for Mr. Sullivan 
from the list of applicants, AA 
sought out Merle Jones, president 
of the network. 

The network’s problem was 
greatly simplified by the fact that 
there were only three firm orders 
to choose from; these were from 
Kaiser Aluminum & Chemical 
Corp., Texas Co. and Eastman. 

If this choice Sunday night hour 
had been offered generally—as it 
wasn’t—there undoubtedly would 
have been a much longer list of 
candidates. Such bigtime spenders 
and good CBS customers as Gen- 
eral Foods and Procter & Gamble 
rarely pass up a valuable time 
period of this sort. 


® But apparently they, like prac- 
tically everybody else, did not get 
a hint of Lincoln-Mercury’s pro- 
posed action until a new sponsor 
was all but signed. 

Mr. Jones told AA that the suc- 
cessful bidder for the Sullivan 
vacancy was the one that got to 
CBS first. He said J. Walter 
Thompson asked for the spot for 
Eastman on June 18—a Tuesday. 
The network gave the agency until 
the following Friday to get the 
necessary approval from the top 
management at Eastman. This 
deadline was met and a firm order 
was placed and accepted. 


® The unsuccessful bids—includ- 
ing one placed for Kaiser by Young 
& Rubicam, agency for the depart- 
ing Lincoln—came in after East- 
man’s name was already in the 
hat, according to the CBS-TV ex- 
ecutive. 

Thus it looks as though Eastman 
owes its good fortune to excellent 
intelligence work by JWT. It 
should be noted, and not in pass- 
ing, that Thompson is one of the 
Ford Motor Co.’s agencies. The 
Ford agencies on the Sullivan tele- 
cast are Kenyon & Eckhardt for 
Mercury and Young & Rubicam for 
Lincoln. They would have been 
expected to have a jump on the 
competition in bidding for a vacan- 
cy on the show; but JWT seems 
to have been faster on the draw. 


s An agency for a departing spon- 
sor, of course, gets no preference 
from a network in signing a re- 
placement sponsor, but it does gen- 
erally have a time advantage by 
hearing about the news first. 

Mr. Jones said the Ford Motor 
Co. made no effort to hold onto 
the alternate week for another one 
of its cars. Had the auto maker 
wanted the alternate week for the 
new Edsel or for Ford, it would 
have had first call on the time. 

The new co-sponsor was selected 
for compatibility with Mercury 
and Mr. Sullivan was informed of 
CBS’ choice of Lincoln’s successor 
on the show before the contract 
was signed—though he has no con- 
tractual right to pass on the ac- 
ceptability of his backers. 

Mr. Sullivan will be available 
for the same kind of merchandis- 
jing and personal appearance as- 
signments for Eastman as he has 
handled for Mercury, Mr. Jones 
said. # 
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Mail Users Advised Not to Panic over New 
Sort-It-Yourself Plan for 2nd, 3rd Class 


(Continued from Page 1) 
regulations, a function formerly 
administered by Mr. Riley as di- 
rector of mail classification. 


s The meeting with Mr. Riley was 
arranged after the Post Office an- 
nounced that mailers have until 
July 30 to comment on the com- 
pulsory mailing proposal. 


tion becomes effective. } 


representatives of the Magazine 
Publishers Assn. is planned dur- 
ing the next two weeks. Mean- 
while Mr. Riley urged mailers to 
submit their views in writing so 
they can be taken into considera- 
tion by the department. + 


Members of the delegation told 
postal officials that there is wide- 
spread alarm among mailers over 
the possibility that the zoning rule 


will go into effect as scheduled. | 
They pressed for an indication of | 


the steps that mailers should be 
taking at this time. 
Mr. Riley pointed out that the 


House Clears Way 
for Early Action 
on Postal Pay Hike 


WASHINGTON, July 11—The Post 
Office Department headed into 
new fiscal difficulties today as 


Last Minute News Flashes 


‘Margot Mallary Leaves Cole to Join BBDO 


Los ANGELES, July 12—Margot Mallary, director of advertising and 


An additional appointment for | sales promotion of Cole of California, swimsuit maker, has resigned to 


join Batten, Barton, Durstine & Osborn in New York. Mrs. Mallary had 
been with Cole for nine years, during which time won 30 Frances 
Holmes awards for advertising achievement. Cole has named no suc- 
cessor. 


Coleman Engineering Names Gaynor Colman 

Los ANGELES, July 12—Coleman Engineering Co., Los Angeles, has 
appointed Gaynor Colman Prentis & Varley to handle its advertising 
and public relations. The company, which develops engineering projects 
for military and commercial customers, is a new advertiser. The ac- 
count will be handled by the Beverly Hills office of the agency. 


Bell & Howell's New Camera Due to Bow 

Cuicaco, July 12—Bell & Howell is about to unwrap its much- 
talked-about new movie camera, ADVERTISING AGE learned today. Dur- 
ing the next two months the company reportedly will invest $400,000 
to cover the entire kick-off promotion. Newspaper sections, magazines 


regulation is still a “proposal” at the House revolted against admin- 
this time. He said no final deci- | istration leaders and cleared the 
sion will be made by the depart-| way for early action on a postal 
ment until after the written com-| pay hike. 


ments are in at the end of this! Although the administration is 


month. 
“Until something more definite 


best thing mailers can do is go 
about their business and wait and 
see what happens.” 


® Members of the delegation es- 
timated that the order could cost 
mailers as much as $50 to $60 mil- 
lion. Harry J. Maginnis, executive 
manager of Associated Third Class 
Mail Users, questioned whether it 
was right to cause such hardship 
to mailers merely to try to cut 


postal operating costs by $5,000,- | 


000. 

“Maybe it would be better if 
we just chipped in and gave the 
department $5,000,000," Mr. Ma- 
ginnis said. He pointed out that 


the sum would quickly be raised | 
if the department decided to in-| 


increase the third class permit fee 
by $30. 

In a meeting that lasted more | 
than two and a half hours, mail- 
ers traced for Mr. Riley the many 
costly steps that would be involved 
in adjusting mailing lists to the 
zoning rule. They pointed out that 
iu many instances the mailing is| 
based on a telephone book, or an | 
alphabetical list which makes no 
allowance for zone or even city. 


® According to cost figures which 
they submitted, sorting costs cur- 
rently incurred by bulk mailers 
under existing rules already 
amount to as much as $6 per| 
thousand. Since the bulk third| 
class rate is only $5 per thousand | 
less than the regular 2¢ third) 
class rate, some mailers said they | 
would probably prefer to pay the 
2¢ rate and dump the entire sort-| 
ing problem on the Post Office, | 
rather than incur the additional | 
hardships raised by the zoning 
rule. 

Mr. Riley assured mailers provi- | 
sion would be made for hardship 
situations if the zoning regula- 


new 


c_uTrex 


thantoure Yift Mets 
$125 ro $395 


i 


}and pay bill. + 


| organized a subsidiary, Guild Tele- 


and spot tv are among the media to be used in the campaign. McCann- 
Erickson is Bell & Howell’s agency. 


Jocelyn Joins MacFarland, Aveyard as VP 
Cuicaco, July 12—Glen Jocelyn has joined MacFarland, Aveyard & 


sternly against any pay increases | Co. as a vp and chairman of the plans board. For the past year and a 
p . = - for government workers this year, | half creative director of Buchanan-Thomas Advertising Co., Omaha, 
is decided,” he told the group, the | sponsors of postal pay increases to-| and head of marketing activities on the Tidy House Products Co. ac- 
day rounded up the 218 signatures | count, he also has held executive creative posts with Earle Ludgin & 
necessary to take the postal pay|Co., Foote, Cone & Belding and Dancer-Fitzgerald-Sample. 


bill away from the House post of- 
fice and civil service committee. 
With a majority of the House} 


already signed up to support the | 


Knox Schedules Low-Silhouette Hat Campaign 


New York, July 12—The Knox division of Hat Corp. of America 
will break a new fall campaign in September featuring new low- 


pay bill, the postal pay raise by-| silhouette hats in Esquire and the New York Times Magazine. In Octo- 
passes the post office committee | ber it will introduce a new color, cafe brown, and in November a new 
|and the rules committee and comes | texture blend of felt and cashmere, both in The New Yorker. In De- 
|up for action a week from Monday.|cember Time will be added to the list and advertising will feature 


|worker a raise of $1,800, adding 
more than $1 billion to the operat- 
ing cost of the department. 


Christmas hat gift certificates. Several hundred retailers are expected 


s The petition calls for action on| to tie-in with local advertising in newspapers and with radio and tv 
a bill which would give each postal| sports. Henry Bach & Associates, New York, is the agency. 


Fiat Opens Push for Station Wagon 


New York, July 12—Fiat Motor Co. will take 1,000-line insertions in 


However, sponsors of the peti- |20 metropolitan newspapers—12 in the East and eight in California— 


floor they are ready to settle for | 


tion say once the bill reaches the | July 15 to promote the Fiat Multiple, $1,600 station wagon. The ad is 


the first in a series on different Fiat models. St. Georges & Keyes is 


a raise of $526 per employe, adding | the agency. 


about $225,000,000 to postal operat- 
ing costs. 


Action of the House members | 


Petroleum Institute Names BBDO for Centennial 


New York, July 12—The American Petroleum Institute has named 


“discharging” the post office com-| Batten, Barton, Durstine & Osborn to supervise a series of one-hour 
mittee from handling the pay bill! television films in color for release in 1959, commemorating the cen- 
is a personal defeat for Rep. Tom | tennial year of the petroleum industry. The special campaign does not 


the post office committee. 

It was precipitated by reports 
that Rep. Murray has no intention 
of acting on either rates or pay this 
session. 


# For the past month he has al- 
lowed the postal rate bill to rest 
in the rules committee without 
taking any step to request that it | 
be scheduled for House action. Re- 
portedly he has dragged his feet 
to retaliate against the administra- 
tion for putting the civil rights bill 
through the House. 

The pay bill also has been ap- 
proved in principle by the post 
office and civil service committee 
over his objections, but no steps 
were taken to prepare a formal re- 
port and get it before the rules 
committee. 

Newspaper columnists here who 
specialize in reporting news of spe- 
cial interest to government work-| 
ers say there is a plan to amend 
the pay bill in the Senate so that 
it will eventually reach the White 
House as a combination postal rate 


Guild Sets Up Foreign Unit 
Guild Films Co., New York, has 


vision Internacional S. A., to han- | 
dle its foreign operations, which | 
include production of films abroad 
and distribution of films to foreign | 


|Murray (D., Tenn.), chairman of| affect the institute’s relationship with Sullivan, Stauffer, Colwell & 


Bayles, its regular agency. 


Leopold Shifts to ]WT from Sullivan, Stauffer 


New York, July 12—Joseph Leopold has resigned as vp and copy 
chief at Sullivan, Stauffer, Colwell & Bayles to join J. Walter Thomp- 
son Co. as a group head. 


ABC Drops A.M. Drama Block; Other Late News 


e American Broadcasting Co. will drop its weekday morning 10-11 a.m. 
drama block in the fall, replacing it with a live personality show. The 
network says such programming will be more compatible with local 
station offerings and asserts that tv has fully satiated the public ap- 
petite for drama. 


e Pat Weaver’s “major market tv network” has signed its second “Ding 
Dong School” sponsor, Climax Industries, Cleveland, O. (Atlantic Ad- 
vertising Co.). The company makes Kid-O synthetic modeling com- 
pound. The telecast is set to return to the air Aug. 26 on eight stations. 
Taylor-Reed signed as a participating sponsor some time age. 


e Young & Rubicam, Mexico City, has been assigned to handle 
Schweppes in Mexico. Schweppes formerly was handled by Publicidad 
Interamericana. 


e The State Journal, Lansing, Mich., has dropped its ban on alcoholic 
beverage advertising and is now accepting liquor ads. The newspaper 
previously accepted only ads for beer and wines. 


e Bernard Stolbof, who joined the advertising department of the Kess- 
ler division of Seagram Distillers Co. in 1955, has been appointed as- 
sistant advertising and sales promotion manager of the division. 


e Last minute network tv business this week included Max Factor 
(Anderson-McConnell) for a weekly show to be selected later on ABC; 
Libby-Owens-Ford (Fuller & Smith & Ross) as co-sponsor of “Perry 
Mason” on CBS, and Exquisite Form Brassiere (Grey Advertising 
Agency) for three Saturday night one-hour special telecasts from Las 
Vegas. 


Minute Maid Move to Orlando|of oranges annually. For the pres- 


television stations. The new com- 
pany is incorporated in Panama 
j}and will have offices in Mexico 
City, London, Rome, Dusseldorf 
and New York. 


MERCHANDISER—N ortham Warren 


Will Follow Orange Co-op Bow 

Minute Maid Corp., New York, | 
frozen juice concentrator, will| 
move its executive offices to Or-| 
lando, Fla., probably by Nov. 1, 
company officials told AA this 


week. Decision to make the move 


ent, the co-op will supply about 
5,000,000 to 6,000,000, with future 
plans to increase orange supplies 
to Minute Maid to 10,000,000 to 
12,000,000. 

Citrus concentrates account for 
about 50% of Minute Maid sales, 


Corp. will use this peg board to 
display its Cutex Christmas man- 
icure sets. Since the wire holders 
can be moved to accommodate dif- 


Esquire Inc. Names 3 VPs 


Esquire Inc., New York, has 
|named three new vps. They are 
| Jerry Jontry, advertising director 


of Esquire; Arthur Stein, publish- 


follows the formation two weeks|industry sources estimate. Sales 
ago of the Florida Marketers Inc.,| volume was $114,800,000 in 1956 
a cooperative, which will supply | and $106,890,000 in 1955. Sales 
Minute Maid with 35% of the|for the six-month period ending 
oranges needed for its citrus con-| May 5 were $53,795,000. The com- 


ferent items, the display is re-| er of Coronet, and Ellsworth Dent, 
usable. 
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Directors of 


MAB, MPA Okay 
Merger Jan. 1 


(Continued from Page 1) 
dled by the MAB division, will be 
supervised by a 12-man committee 
appointed by Ford Stewart of the 
Christian Herald, chairman of the 
MPA. The director of Magazine 
Advertising Bureau activities, who 
will be named later, will report 
to this committee. 


® In a joint statement, Mr. Stew- 
art and Mr. Carr said the con- 
solidated organization will repre- 
sent about 100 publishing com- 
panies which put out more than 250 
publications with a total circula- 
tion of 175,000,000 per issue and 
a combined advertising volume of 
about $700,000,000 a year. The 
total ad volume of U.S. general 
magazines and national farm mag- 
azines was reported by the MPA 
at $723,500,000. 

They added that the merger 
“will enable the magazine indus- 
try to have one central organiza- 
tion for all its information, re- 
search, promotion and other activ- 
ities.” 


= Mr. Carr said a projected pro- 
gram envisions “going heavily in- 
to research”; a promotional cam- 
paign aimed at increased reading; 
closer affiliation of the MPA with 
groups like the Assn. of National 
Advertisers and the American 
Assn. of Advertising Agencies, 
and completion of a book covering 
the social significance of maga- 
zines and the place they occupy in 
American life with emphasis on 
advertising aspects. The group is 
now looking for a writer to un- 
dertake this job. 

The special MPA-MAB commit- 
tee that worked out the consolida- 
tion also recommended a new dues 
formula for combined group mem- 
bers. The formula is similar to 
the present MAB formula—based 
on a percentage of advertising 
revenues of individual members— 
for the first year. Thereafter, 
an increased percentage will be 
sought. It was emphasized that 
“no complete agreement has yet 
been reached on what the dues 
should be.” It was said that three 
to six months will be needed to 
work out the problem. 


® In this connection, it was said 
that the 20 publishers who have 
been supporting MAB will con- 
tinue to support that body 
“through the transitional year of 
1958.” After that, the much larger 
membership of the MPA will sup- 
port the new activities via an ex- 
panded MPA budget. 

Members of the special MPA- 
MAB committee include Reginald 
Clough of Reader’s Digest, chair- 
man; Bernard Barnes of Time, 
Inc.; G. D. Crain Jr. of Advertis- 
ing Publications Inc.; Richard 
Deems of Hearst Magazines; Ver- 
non Myers of Look; O. G. Schaefer 
of Meredith Publishing Co.; Ed- 
ward von Tress of Curtis Pub- 
lishing Co., and, until his resigna- 
tion last week as president of 
Ziff-Davis, Bernard G. Davis. + 


Compton Shifts Roster 
Compton Advertising, Chicago, 


has added Wing Jin to its art de- 
partment. Mr. Jin was previously 
with Foote, Cone & Belding. 
Compton’s New York office pro- 
moted Philip Wise from account 
coordinator to assistant account 
executive on the Instant Chase & 
Sanborn account. 


|Whaley-Simpson Adds One 


icisco and Los Angeles, has been 


centrates. Minute Maid requires|pany will maintain its regional| named to represent Science World 
director of Coronet Films, Chicago. | about 14,000,000 to 15,000,000 cases! sales office in White Plains. 


in the 11 western states. 
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Stamp Companies Join in Institute, 
Map Battle Against Legislative Foes 


(Continued from Page 2) | 
the new group are to bring to- 
gether the trading stamp compa- 
nies to formulate plans to stop 
“the unjustified attacks on the in- 
dustry and to halt those who pre- 
fer to legislate and tax trading 
stamp companies out of business.” 

The approximately 100 trading 
stamp companies that belong to the 
Trading Stamp Institute represent 
about 27% of the industry. There 
are about 370 independent and 
store-owned companies that now 
sell stamps to retailers. 


s The board of directors of the 
institute will meet in Chicago on 
Sept. 24 to formulate plans for 
the 1958 convention and to plan 
a program of action for the group. 

At present, “money is no prob- 
lem, and by September we should 
know just about where we stand,” 


a spokesman said. 

George Golden, president of 
Gold Bell Stamp Co. of Detroit, 
was elected first president of the 
institute at the meeting here. 


® The anti-stamp atmosphere in 
which the new institute has been 
visible in making state law-making 
bodies. 

With this year’s legislative dust 
now settled over most state capi- 
tals, it appears that the heavy bar- 
rage of anti-trading stamp bills 
(AA, March 18) has scored a total! 


“kill” in Kansas, moderate damage | yniforMity ON THE BOARDS—These adjoining poster 
panels in Milwaukee show two advertisers with pre- 


in North Dakota, a superficial hit 
in Maine and a blow of undeter- 
minable extent in Tennessee. | 
What the legislatures have done, | 
of course, is being, or could be, 
partially or wholly undone by the 
courts, and at this writing it seems 
likely the trading stamp business 
will come out of the legislative 
fray generally very much intact. 
The new Kansas law completely 


Fn HUMAN INTERESTing “y 


A woman naturally knows psychology. 
Good copy also considers human nature. 
Let the BOTT folksy touch bring your 
ads and letters down to earth ro- 
duce pay dirt. Phone HA 17-9187 or 


outlaws stamps as of April 16, 
1958. As of that date it will be 
a misdemeanor to give trading 
write on your letter’ stamps entitling customers to free 

premiums, cash or the right to pur- 


head 
iis 9 
That Flow Bott n chase merchandise for less than 


Leo P. Bott, Jr.. 66 &. Jecksen, Ghicage f retail market price. The law also 


This space 


reserved for Thos. F. 
McGrath & Associates, the 
photo-engravers who pro- 
duce some of America’s fin- 
est engravings. (Color and 
black and white — day and 
night service.) They're lo- 
cated at 160 E. Illinois St., 
Chicago—Phone DElaware 
7-5142. 
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cisely the same art idea, worked out in almost iden- 
tical fashion. 


outlaws companies that provide the 


stamps to the merchants. 

A court fight over the law’s 
constitutionality is regarded as 
likely, but none has been initiated. 


® The North Dakota law, which 
took effect July 1, requires that 
trading stamps be made redeem-| 
able in cash as well as merchan- 
dise, and that the cash value be 
imprinted on the face of the 
stamps. The law does not apply to 
stamps carried on merchandise. 

While not crippling stamp oper- 
ations in the state, the law does 
make operations much more cum- 
bersome and two stamp companies, 
Gold Bond Stamp Co. and Sperry 
& Hutchinson Co., have indicated 
they may dispute its constitution- 
ality. However, no test case has 
been filed in court. 

The Tennessee law, containing 
two tax measures virtually pro-| 
hibitive against stamp companies, | 
already has been partially upset| 
by the court—enough to make} 
stamp operations possible—accord- | 
ing to two stamp companies. 

The law, as originally passed, 
provided for a 2% tax on the gross 
receipts of stamp companies, iate| 


raised from $300 to $600 the state 
privilege tax, payable to the state 


used. According to one estimate, | 
this would have cost stamp com-| 


panies totally $200,000 a year just/out by Eureka Specialty Printing|°CcUPied by the 
|Co.,, Scranton, Pa., stamp printer, | #8©nCcy 


to do business in Tennessee, 


® In a judgment asked by Sperry 
& Hutchinson, Quality Stamp Co. 
and two local merchants, however. 
the Davidson County chancery 
court, in Nashville, ruled June 7) 
that the 2% tax on gross receipts is | 
invalid. This ruling is now under | 
appeal to the state supreme court 
and a final decision may or may 
not be made by the time the law 
takes effect Aug. 1. 

The state privilege tax boost 
was upheld by the lower court, and 


| The Maine legislation merely 
|requires trading stamp companies 
| to pay a $10 annual license fee and 
“demonstrate to the state their 
financial stability and responsibil-| 
ity.” The $10 license fee is lower 
than that required in many other 
states. 


® These four laws—in Kansas, 
North Dakota, Tennessee and 
Maine—were the only new anti- 
stamp bills to make the gov- 
ernor’s desk—out of several dozen 
such bills proposed this year in at 
least 33 states. 

Generally speaking, bills re- 
quiring that stamps be redeemed 


in cash as well as merchandise! 
fared best. Such laws can make) 


operations more difficult and cost- 
ly for the stamp companies—but 
they are not prohibitive. The bills 
to tax the stamps out of business 
generally failed, either in the 
legislatures or in courts, on the 
ground that they were arbitrary. 
Least popular bills were those 
seeking to outlaw stamps altogeth- 
er. Notable exception to this, of 
course, is the Kansas law. 
Trading stamp companies, 
meanwhile, are now seemingly be- 
ginning to find their own opera- 


tions so successful that competition | 
for each county where stamps are| with each other is becoming a ma-| Wacker 


jor factor in the field. 
Trading Stamp Quarterly, put 


indicates that this competition is 
leading to the following changes: 


|e Advertising by stamp compa-|the Peoria head- 


nies on tv networks and in maga- 
zines will increase. At least one 
company [S&H] is already using 
both. Newspaper supplements have 


plans and serve as catalogs. 


e Comparison advertising’ will 
increase. Until now stamps have 
been fighting just for a place in the 
}sun. Now they have to show ad- 


S&H and Quality Stamp Co. have | Vantage over other plans. 


indicated they will not contest it. e Use of redemption centers in 


Coverage 
vs. 


Cost 
in Madison, Wis. 


at only 45% of the cost. 


S th 


nN 
You pass the point of diminishing returns when you look beyond WKOW-TV in Madi- 
son. The “bicycle tire” fringe you add with VHF costs $53 and contains homes you 
reach with “basic buys.” WKOW-TV delivers 70% as much share of the audience* 


*Madison Telepulse—April, 1957 


WKOW-TV 


Madison, Wis. 


stores will increase as a conven- 
ience to stamp savers. 


e A wider variety of premiums 
will be offered and more brand 
name merchandise will be offered. 


e More personality will be built 
into redemption centers. There 
will be more of them, better de- 
signed and better laid out. 


. The development of the com- 
| petition itself, of course, tends to 
| bear out to some extent predictions 
| of the anti-stamp people, who have 
argued that eventually the com- 
petitive advantages of stamps will 
be equalized and voided, and that 
merchants will wind up sustaining 
the cost of stamp plans without 
benefit of their purported and com- 
| petitive advantages. 

This, counters Russell J. Pres- 
ton, Eureka specialty sales manag- 
er, is just “the bogey of ‘satura- 
|tion’” which, he says, can be 
‘avoided if improvements are made 
to maintain competitive differ- 
‘ences between plans. + 


Canadian Adclub Elects White: 
Names Adwomen of Year 


R. S. White, Gazette Printing 
|\Co., Montreal, has been elected 
president, of the Federation 


j}of Canadian Advertising—Sales 
|Clubs. Other officers elected in- 
|clude G. Brydon McCrea, McCon- 
nell, Eastman & Co., Winnipeg, 
Frank C. Murray, CJBQ, Belle- 


| ville, Ont., John Bradbury, Bath- 


hurst Power & Paper Co., Mon- 
treal, Lyle Preston, L. D. Preston 
Business Consultant, Chatham, 
Ont., and M. W. Turner, Schlich- 
ter’s Ltd., Waterloo, Ont., vps; 
and Muriel McCallum, Bulova 
Watch Co., Toronto, treasurer. 

The federation sponsored a 
Canadian Advertising Woman of 
the Year contest for the first 
time this year. Joint winners of 
the award are Cecilia E. Long, di- 
rector of women’s promotions, 
Ronalds Advertising Agency, 
Toronto, and Mary Cardon, me- 
dia director, Kenyon & Eckhardt, 
Montreal. 


Peterson Heads New Chicago 
Oftice of Jackson, Haerr 
Jackson, Haerr, Peterson & Hall, 
Peoria, Ill., has signed a lease 
with the LaSalle 
Bldg., 
Chicago, for of- 
fice space to be 


Aug. 1. 
Raymond Peter- 
‘son, agency vp, 
| will move from 


| quarters to head 
the new Chicago 
operation. 

The agency al- 


Raymond Peterson 


|been bought to promote stamp so has branch offices in Minneap- 


olis and Jefferson City, Mo. 
Matson Retires from Petry 
Chester Matson, Los Angeles 
|/manager of Edward Petry & Co., 
| will retire Aug. 1 after 20 years 
with the representative. L. D. Lar- 
imer, head of the tv department, 
will add the duties of manager. 
Garrett Hollihan becomes mana- 
ger of the radio department. Mr. 
Matson will continue active and 
will make his services available 
to agencies and media for long or 
short term special assignments. 


\FC&B Names Harvey, Carson 

John Harvey has been named 
by the San Francisco office of 
Foote, Cone & Belding as field 
account executive on western re- 
gion advertising and promotion 
|of the new Edsel car being pro- 
duced by Ford Motor Co. Elvie 
Carson, formerly with Fuller & 
Smith & Ross, has joined FC&B’s 
San Francisco media staff. 


Sun Chemical Names Lyons 

| M. Don Lyons has been named 
| director of market research of Sun 
Chemical Corp., Long Island City, 
N. Y. Most recently, Mr. Lyons was 
head of his own company, Don 
Lyons Co., an independent re- 
search organization. 
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Better Drop Toll TV Than Prolong 


‘Endless Hearings, 


(Continued from Page 2) 
television channels and that au- 
thorization of subscription tv on 
these channels without the consent 
of Congress would violate this 
right. “Temporary authorization by 
the FCC under the guise of experi- 
mentation would be just as ille- 
gal as permanent authorization,” 
NARTB said. 

NARTB said testing of toll tv 
elsewhere in the spectrum outside 
the tv channels might be accept- 
able. 


s However, in the present in- 
stance, sponsors of toll tv “propose 
to capitalize on the investment al- 
ready made by the public in tele- 
vision sets. They realize that this 
big hurdle is behind them—they 
do not have to convince the public 
that television is a great service— 
and they do not have to create a 
demand. 

“For the government to provide 
the instrument for this shift from 
free to fee, through an operation 
whereby the will of the public will 
be engineered through deprivation 
of their free service, rather than 
by choice, is not compatible with 
its obligation to authorize the use 
of the spectrum in the public in- 
terest,” NARTB said. 


# While ABC also relied heavily 
on the argument that toll tv ought 
to be turned over to Congress, CBS 
and NBC centered their attention 
on the argument that tests would 
be harmful and would serve no 
useful purpose. 

Pointing out its own progress in 
the past two years, ABC argued 
there is no limit to the expansion 
in tv that will be possible under 
the commercial system. “If a fun- 
damentally different system is to 
be established,” it said, “the deci- 
sion should be made by Congress.” 

CBS said FCC faces a historic 
decision and added that it sym- 
pathizes with the commission. If 
it were possible to have tests with- 
out hurting the public, CBS said, it 
would want them. However, CBS 
said, it remains confident that if 
toll tv were given a trial it would 
either fail or would have damaging 
effects on the public interest. 


s Advocating that FCC hold hear- 
ings to determine whether toll tv 
is in the public interest, CBS ex- 
claimed, “When confronted with 
an unmarked bottle, measures 
short of drinking a little of the 
contents to determine whether it 
is a mouthwash or a poison are in 
order.” 

NBC said tests would be point- 
less unless national in scope. In the 
event they were undertaken on a 
sufficient scale to be meaningful, 
the network argued, they would 


‘ Says McDonald 


involve such large investments that 
the sponsors of toll tv would be too 
strongly entrenched to withdraw 


in the event the commission want- 


ed to terminate the test. 

A few stations, including uhf 
Station WITH, Channel 17, Miami, 
signified interest in the toll tv 
tests. 

There were also proposals from 


RKO Teleradio Pictures to get the | 


tests under way, in the hope that 
they would provide sufficient in- 
formation so that toll tv could 
stand or fall on its own merit. 

FCC has allowed another 10 days 
for further comments on the test 
plan. + 


Promotion Set 
to Break for 
New Kent Filter 


(Continued from Page 3) 

ter tip by Lorillard comes on the 
heels of an article in the July issue 
of Reader’s Digest which declared 
that present filter tip cigarets offer 
little “health protection” and, in 
some cases, expose a smoker to 
more tar and nicotine than the 
plain cigaret he previously smoked 
(AA, July 1). 

Kent cigarets were first intro- 
duced in regular-size in March, 
1952. They rapidly established 
themselves, and are generally cred- 
ited with having spurred the de- 
velopment and popularity of filter 
tip cigarets. 

In July, 1954, the company 
brought out its king-size Kent. The 
company reports that during the 
past ten months its sales of Kents 
have tripled. In 1956, Kent regis- 
tered a 25% sales gain over ’55, + 


Sales Promotion Execs Elect 

The Chicago chapter of the Sales 
Promotion Executives Assn. has 
elected James Borendame, direc- 
tor of marketing of Acme Steel Co., 
president. Other officers are Vern- 
on L. Gunn, regional sales promo- 
tion manager of TWA, Ist vp; Al 
Kovnat, sales promotion manager 
of Helene Curtiss Industries, 2nd 
vp; Charles Hammil, sales promo- 
tion manager, Dartnell Corp., sec- 
retary, and John J. Poister, of 
Wentzel, Wainright, Poister & 
Poore, treasurer. 


Patten Acquires Quickline 

Quickline Co., Detroit, manufac- 
turer of Quick iron-on patches and 
belt kits, has appointed Patten Co., 
Birmingham, Mich., to handle its 
advertising. 
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ALL TURNED AROUND—The girl in these ads got turned around in one 
version of these adjoining ads, with the result that she becomes a 


right-handed wedding ring 


wearer in the left-hand ad. 


Anderson Takes Over 


as Ad Director of 


Two Papers Acquired by Prairie Farmer 


Cuicaco, July 10—Vern C. An- 
derson has been named advertising 
director of three Prairie Farmer 
Publishing Co. publications—Prai- 
rie Farmer, Wallaces’ Farmer & 
Iowa Homestead and Wisconsin 
Agriculturist & Farmer. He had 
been ad director of Prairie Farmer, 
acquiring the enlarged position 
when the publishing company re- 
cently purchased the Iowa and 
Wisconsin publications (AA, July 
1). 

W. G. Brookman, former assist- 
ant to Mr. Anderson, was named 
ad manager of Prairie Farmer. 
Jack F. Caldwell remains ad man- 
ager of the Wisconsin publication, 


land Sidney J. Palmer remains in 


the same position at the lowa mag- 
azine. Larry S. Klepfer will remain 
as assistant to Mr. Palmer. 

In editorial changes, Richard Al- 
brecht, formerly livestock editor 


of Prairie Farmer, will serve as) 


editor of Wallaces’ Farmer. Ralph 
Yohe, formerly associate editor at 
Prairie Farmer, will take over as 
editor of Wisconsin Agriculturist. 

It was previously announced 
that M. B. Bock had resigned as 
director of sales for the Iowa and 
Wisconsin publications (AA, July 
8). + 


Kane, Artley Agencies Merge 

Lawrence Kane Inc. and Artley 
Advertising Agency have merged 
to form Lawrence Kane & Artley 
Inc., with offices at 10 E. 52nd 
St., New York. 


Radio Affiliates of 
ABC Get Elbow Room 
for Sales: Eastman 


(Continued from Page 3) 
programming but also engineering. 
“We will be helping them with 
special research material and 
working with them on their re- 
search needs. We will 
them for their exclusive use cer- 
| tain news information to be em- 
ployed in their local programming. 
| We will help them work out more 

efficient accounting systems. 


es “And we are going to see to it 
| that there is a more realistic com- 
pensation from the network as a 


total network revenue but also 
through better selling and the at- 
tainment of well-deserved higher 
rates.” 

Mr. Eastman predicted that real 
teamwork among all segments of 
radio can build the medium into 


a $1,000,000,000 industry. + 


DeVico to ‘Women's Wear’ 

Joseph G. DeVico, formerly an 
account executive with Preiss & 
Brown Advertising, has been ap- 
pointed advertising promotion 
manager of Women’s Wear Daily. 
He was previously director of ad- 
|vertising and sales promotion for 
| Wilcox-Gay Corp. for nine years. 


Schamblin 


Chenault Shields 


Torbet Kelliher 


PROMOTIONAL—A new radio station sales and merchandising group, 
covering California’s San Joaquin Valley on Highway 99 and ap- 
propriately named The 99 Group, has been organized. Representa- 
tives, shown here, of the six stations included are Leo Schamblin 


and Paul Bierman, KPMC, Bakersfield; Gene Chenault, KYNO, 


Bierman Gioe 


Puccinelli 


Garrett Adair 


Fresno, and KONG, Visalia; Larry Shields, KFIV, Modesto: Alan 
Torbet, KRAK, Stockton, and Margaret Puccinelli and Bob Garrett, 
KYOS, Merced. Representatives of Headley-Reed Co., which will 
represent the stations individually and collectively, are Dick Kelli- 


her, San Francisco; Gino Cioe, Chicago; Fred Adair, San Francisco. 


provide | 


result of not only a larger share of | 


TAB Defers Action 
on Outdoor Auditing 
Step-up Till Fall 


New York, July 9—Directors of 
the Traffic Audit Bureau will take 
no action until September on de- 
itailed plans for expanding the 
scope and frequency of audits of 
poster advertising plants, V. H. 
|Pelz, TAB managing director, told 
ADVERTISING AGE today. 

A tentative expansion plan was 
authorized by the TAB board in 
April, at which time it was ex- 
pected that the directors would 
meet in July to ratify details for 
three-year audits with yearly re- 
visions (AA, April 8). Because of 
the summer vacation season and 
the pressure of other matters, 
Mr. Pelz said, it has been found 
advisable to postpone the board 
meeting until after Labor Day. 

At the April meeting, several 
proposed changes in TAB’s audit- 
ing program were recommended. 
|Among these were (1) that all 
towns, large or small, should be 
audited every three years and (2) 
that for all illuminated markets, 
audit results should be revised 
and brought up to date in each 
of the two years following an au- 
dit. This would make annual data 
available for illuminated markets. 


s This new program was ap- 
proved last month by the board 
of the Outdoor Advertising Assn. 
of America, and is expected to be 
approved by the TAB board in 
September, to go into effect in 
April, 1958. 

It is also proposed to distribute 
audit results monthly, by states, 
as they become available, and to 
issue a complete and cumulative 
listing annually. Data will be 
jshown for the average 50 showing 
las well as for the average 100 
showing. 

It is proposed that a nominal 
service, or membership, fee would 
be paid by advertisers and agen- 
cies for audit releases, paralleling 
practices of the Audit Bureau of 
Circulations. 

The purpose of the changes is to 
give buyers authenticated, up-to- 
date information for all plants; to 
provide current factual informa- 
tion for national and local selling 
jefforts; and to show how plant 
operators are improving their fa- 
cilities to meet ever-changing 
traffic patterns and distributions. 

A three-man task force has 
been appointed by TAB's presi- 
dent, Joseph J. Hartigan, who is 
also senior vp and media director 
of Campbell-Ewald Co., Detroit, to 
work with Mr. Pelz on details for 
organizing and financing the new 
program. This group includes Ed- 
win F. Wilson, vp, McCann-Erick- 
son, representing American Assn. 
of Advertising Agencies; Albert 
Burke, Coca-Cola Co., represent- 
ing the Assn. of National Adver- 
tisers, and Karl L. Ghaster Jr., 
representing OAAA. + 


| Publicity Club Elects 

| Herbert B. Bain, director of pub- 
|lic information of the American 
| Dental Assn., has been elected 
| president of the Publicity Club of 
|Chicago. Other new officers are 
| Edward L. Morris, United Chari- 
| ties of Chicago, Jean Middlebrook, 
| Chicago Title & Trust Co., and 
Helen Hoffman, Chicago Maternity 
Center, vps; Richard Hochman, 
Ruthrauff & Ryan, treasurer, and 
Virginia Butts, Time Inc., secre- 
tary. 


‘News’ Plans Sunday Edition 
The Philadelphia Daily News 
will publish a Sunday newspaper 
starting the first week in October. 
The Sunday News will be issued 
|}on Saturday for full weekend cov- 
| erage. It will include color com- 
ics, a local magazine section, tv 
program week, etc. 
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